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lie  one  anti-perspirant 

that  knows  its  market. 


Body  Mist— the  Number  One  Brand  in  anti-perspirants— 
is  going  to  dominate  the  women's  market  this  year  with  a  massive 
£}U  million  advertising  campaign. 

Starting  May  through  to  September,  18%  million  women 
will  see  Body  Mist  full-page  colour  ads  week  after  week  in  all  the  big 
circulation  women's  magazines.  And  that's  not  all.There's  a  50% 
Extra  Free  special  pack  offer,  too. 

Just  remember— Body  Mist  is  the  one  anti-perspirant  every 
woman  wants. 

That's  why  more  women  use  Body  Mist 
than  any  other  anti-perspirant  spray. 


SPSS? 


SUPPLEMENT: 

PERSONAL 
HYGIENE 


Please  forward  dozen  packs 

of  Contique  Wetting  Solution 

Please  forward  dozen  packs 
of  Contique  Soaking  Solution 

Post  now  for  Spring  Bonus 
offer  of  12  for  the  price  of  9 

Name  

Address  


soaking 
solution 

wetting 
solution 

unit  trade  price 

44p(plus  V.A.T.) 

44p(plus  V.A.T. 

recommended  unit 
retail  price 

66p(plus  V.A.T.) 

66p(plus  V.A.T. 

unit  pack 

110  ml 

60  ml 

Tel 


My  Usual  Wholesaler  is . 


Spectrum  Laboratories 


® 


CD! 


Austin  House,  Bridge  Street,  Hitchin,  Herts  SG5  2DE.  Tel:  Hitchin  4969  Telex:  825867  Cab:  Spectrum,  Hitchin,  England. 
Reg.  No.  064258?  England.  Reg.  Office:  Harrield  House,  122  Vicar  Lane,  Leeds  LS2  7NN 
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Special 
Retailer  Vouchers! 


Swordpack  (50x5) 
W'tfi30p  voucher 


Pillarpack  (25x5) 
with  J  jp  voucher 


Take  full  advantage  NOW 
of  this  great  offer. 

Order  while  stocks  last! 
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Increased  remuneration  for 
Scottish  pharmacists 


Scottish  chemist  contractors  are  to  receive 
an  increase  of  |p  per  prescription  on  pre- 
scriptions dispensed  after  April  1. 

The  Pharmaceutical  Whitley  Council, 
Committee  B,  meeting  in  Edinburgh  on 
April  18,  decided  to  award  this  supplemen- 
tary allowance  as  an  interim  measure  to 
compensate  for  inadequate  income  during 
the  past  year  and  rising  costs  in  the  cur- 
rent year. 

The  allowance,  which  is  worth  about  £10 
a  month  to  the  average  contractor,  will  be 
subject  to  adjustment  when  the  exact  in- 
come and  expenditure  figures  up  to 
March  31  become  available  later  this  year. 

The  management  side  was  represented 
by  officers  of  the  Scottish  Home  and 
Health  Department,  the  Department  of 
Health  and  the  Department  of  Trade  and 
Industry;  the  staff  side  by  representatives 
of  the  Pharmaceutical  General  Council 
(Scotland). 

More  girls  than  boys 
born  after  the  'pill' 

Oral  contraception  before  pregnancy  may 
increase  the  chance  that  infants  subse- 
quently delivered  will  be  female,  according 
to  a  report  in  last  week's  Lancet. 

This  observation  came  to  light  during 
a  study  at  Birmingham  Maternity  Hospital 
into  the  incidence  of  respiratory  distress 
syndrome  of  the  newborn  in  92  consecu- 
tively-born infants.  The  study  revealed  that 
the  frequency  and  severity  of  the  syndrome 
was  markedly  reduced  in  babies  whose 
mothers  had  previously  taken  oral  con- 
traceptives. 

The  ratio  of  male  to  female  births  in 
the  oral-contraceptive  group  was  1  to  3-29; 
that  in  the  no-oral-contraceptive  group  was 
1  to  1-58.  The  author  suggests  that  the  oral 
contraceptive  may  affect  the  mitochondria 
of  the  maternal  oocytes,  and  that  the  pos- 
sible connection  between  pill  use  and  the 
greater  incidence  of  female  births  deserves 
further  investigation. 

Doctors'  concern  over 
strychnine  in  tonics 

The  use  of  strychnine  in  tonics  has  been 

]  criticised  by  two  doctors  in  last  week's 

|  British  Medical  Journal. 

Drs    Graham    Jackson    and  Geoffrey 

'  Diggle,  King's  College  Hospital,  London 
SE5,  say  that  as  strychnine  has  no  proved 
clinical  value  and  is  a  known  poison  it 
seems  "improper"  to  include  it  in  any 
medicine.  They  are  appealing  to  doctors 
not  to  prescribe  these  products  in  future. 

There  are  at  least  nine  proprietary  pre- 
parations containing  strychnine  on  the  mar- 
ket and  many  are  pleasantly  flavoured, 

j  making   them    particularly    attractive  to 


children.  The  lowest  fatal  dose  of  strych- 
nine in  children  is  unknown,  but  as  little 
as  2mg  has  proved  "unpleasant"  to  adults, 
according  to  the  doctors.  They  suggest  that 
manufacturers  should  withdraw  these  pro- 
ducts in  their  present  form  and  the  Com- 
mittee on  Safety  of  Medicines  should  take 
action. 

"Most  patients  are  surely  unaware  that 
the  tonic  they  use  could  kill  their  children." 

Pharmaceutical  makers  gain 
1973  Queen's  Award 

Two  pharmaceutical  chemical  manufac- 
turers feature  in  this  year's  Queen's  Award 
to  Industry  list:  both  are  subsidiaries  of 
Glaxo  Holdings  Ltd.  Allen  &  Hanburys  Ltd 
receive  the  Award  in  recognition  of  out- 
standing achievement  in  technological  inno- 
vation while  Macfarlan  Smith  Ltd  receive 
it  for  export  achievement.  In  the  case  of 
Allen  &  Hanburys  the  award  relates  to 
the  discovery  and  development  of  the 
bronchodilator  salbutamol  marketed  in  the 
United  Kingdom  as  Ventolin  and  now  sold 


Mr  Gordon  Smylie,  a  director,  and  Mr 
Melos  V.  Sulicich,  sales  manager,  of  G- 
chem.  Uniehem's  Australian  counterpart, 
recently  visited  the  Unichem  headquarters 
at  Morden  during  a  world  tour  to  study 
pharmaceutical  wholesaling. 

G-chem  Co-operative  Ltd  covers  the 
whole  of  Southern  Australia.  The  pattern 
of  the  Australian  retail  chemist  and  phar- 
macy structure  is  almost  identical  with  that 
in  Britain  with  the  exception  of  distances. 

The  two  visitors  from  Australia  were 


under  this  and  other  names  in  many 
countries  throughout  the  world. 

Nearly  60  per  cent  of  Macfarlan  Smith's 
production  at  the  Wheatfield  Road  works, 
Edinburgh,  now  goes  to  about  80  other 
countries.  Despite  keen  competition  sales 
were  raised  by  45  per  cent  during  the  three- 
year  period  (up  to  June  30,  1972)  considered 
for  the  Award.  During  that  time  substantial 
increases  were  achieved  in  the  Middle  and 
Far  East. 

The  company's  range  of  chemicals,  ex- 
tracted from  many  vegetable  raw  materials, 
includes  codeine  and  other  analgesics, 
cough  suppressants  and  purgatives.  These 
chemicals  are  supplied  in  bulk  form  to 
pharmaceutical  manufacturers  around  the 
world.  In  addition,  the  company  discovered 
and  markets  internationally  Bitrex — used 
for  making  unpalatable  alcohol  required 
for  industrial  purposes. 

Also  receiving  the  Award  for  export 
achievement  are  the  Gala  Cosmetic  Group 
Ltd  and  Alginate  Industries  Ltd. 

Plant  Protection  Ltd  (a  subsidiary  of 
Smith  &  Nephew  Associated  Companies 
Ltd),  are  granted  the  Award  for  the 
development  of  Milstrem  fungicide  for 
barley  protection. 

Gimmicks  deplored 

A  motion  deploring  the  proliferation  of 
sales  gimmicks,  coupons,  vouchers,  prizes, 
etc.,  and  calling  upon  the  Government  to 
introduce  legislation  to  ban  the  practice 
has  been  tabled  for  the  Annual  Delegate 
Meeting  of  the  Union  of  Shop,  Distributive 
and  Allied  Workers  on  April  29. 


impressed  by  the  Unichem  computer 
organisation,  on  which  they  intend  to 
model  their  own  system  now  that  G-chem 
is  in  the  process  of  "going  computerised". 

G-chem  was  established  seven  years  ago, 
but  was  reorganised  into  its  present  shape 
two  years  later.  To  qualify  as  a  member 
a  retail  co-operative  chemist  must  put  90 
per  cent  of  its  business  through  G-chem 
and  purchase  600  shares.  G-chem's  turn- 
over has  increased  24  per  cent  each  year 
since  it  was  reshaped. 


Visitors  from 
G-Chem,  Mr 
Melos  V.  Sulicich 
(left)  and  Mr 
Gordon  Smylie 
(centre)  examin- 
ing a  computer 
screen  at  Uni- 
ehem's head- 
quarters, with  one 
of  the  operators, 
Mrs  Ann  Johnson 


UNICHEM  VISITORS  FROM  'DOWN  UNDER' 


28  April  19 


Picture  taken  during  a  visit  of  22  final  year  pharmacy  students  from  the 
Sunderland  Polytechnic  to  the  NPU  offices  recently.  Dr  G.  Salt,  lecturer 
in  'microbiology  (fourth  from  the  left)  was  the  leader  of  the  party.  The 
photograph  also  shows  Mr  Tim  Asti  1 1  (extreme  left),  NPU  deputy 
secretary  and  Mr  Ken  Long  (seated),  pharmacy  planning  consultant 
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Nl  president 
elected  new 
NPU  chairman 

At  the  meeting  of  the  NPU  Executive 
Committee  on  Wednesday,  Mr  T.  I. 
O'Rourke  was  elected  chairman  of  the 
NPU  Executive  Committee.  Mr  J.  C.  Leigh 
was  elected  vice-chairman  and  Mr  H.  B. 
Coulson  re-elected  as  treasurer. 

Mr  O'Rourke  is  also  currently  president 
of  the  Pharmaceutical  Society  of  Northern 
Ireland,  while  Mr  J.  C.  Leigh  is  currently 
secretary  of  the  Liverpool  Branch  of  the 
NPU  and  the  secretary  of  the  Liverpool 
Pharmaceutical  Committee. 

Also  elected  were  eleven  NPU  repre- 
sentatives on  the  Central  NHS  Committee 
and  three  deputies.  The  representatives  are 
A.  Aldington,  J.  O.  Bond,  D.  A.  Coleman, 
G.  T.  M.  David,  A.  Howells,  A.  Medcalfe, 
D.  Royce,  K.  R.  Rutter,  H.  Steinman,  G. 
Urwin,  R.  G.  Worby.  The  deputies  are  C. 
Jacob,  J.  C.  Leigh,  D.  N.  Sharpe. 

Death  knell  for 
smallpox 

Smallpox  may  be  completely  eradicated 
in  the  next  few  years  according  to  Dr 
Candau,  director-general  of  the  World 
Health  Organisation.  In  his  annual  report, 
Dr  Candau  gives  an  assessment  of  changes 
that  have  occurred  in  public  health  in  the 
last  25  years  and  adds:  "Systemic  vacci- 
nation and  surveillance  have  proved  so 
effective  that  there  is  no  reason  why  small- 
pox should  not  disappear  for  ever  once 
transmission  is  interrupted". 

Comments  on  other  diseases :  yellow 
fever  has  almost  disappeared  in  cities  in 
the  Americas;  malaria  eradication  has  not 
been  spectacular  in  all  countries  but  disease 
and  death  rates  have  been  significantly  re- 
duced; tubercolosis  can  now  be  treated 
outside  the  hospital;  plague  and  rabies 
persist  because  technical  means  to  control 
them  are  lacking;  and  with  influenza, 
although  its  spread  cannot  be  prevented, 
individuals  can  be  protected  by  vaccination. 

Dangerous  drugs  in  freight 
containers 

With  the  development  of  freight  containers 
the  technique  of  handling  and  distributing 
a  wide  range  of  packaged  goods,  including 
chemical  and  allied  products  has  com- 
pletely changed.  This  development  has 
been  very  significant  for  both  the  shipping 
and  chemical  industries,  and  in  order  to 
assist  those  concerned  with  the  movement 
of  dangerous  goods  by  sea  in  freight  con- 
tainers a  code  of  safe  practice  has  been 
developed  jointly  by  the  Chamber  of  Ship- 
ping of  the  UK  and  the  Chemical  Indus- 
tries Association.  Copies  of  the  code  are 
available  from  the  Association  at  Alembic 
House,  93  Albert  Embankment,  London 
SE1  7TU,  price  £0-15. 


New  BP  standards 
criticised 

The  proposed  BP  standards  for  particulate 
contamination  in  intravenous  fluids  is 
defeated  by  the  gross  contamination  that 
can  eventually  reach  the  patient — -that  was 
the  conclusion  reached  by  Mr  A.  Williams, 
group  chief  pharmacist,  University  Hospital 
of  Wales,  Cardiff,  in  his  paper  presented 
to  the  symposium  at  the  Coulter  Counters 
Users  meeting  recently. 

He  presented  data  on  the  incidence  of 
particulate  contamination  in  administration 
sets,  intravenous  cannulae  and  disposable 
syringes  for  transferring  the  drugs  measured 
at  the  proposed  BP  particle  size  levels  of  2U 
(limit  1,000  per  ml)  and  5M  (limit  100  per 
ml). 

The  sets  examined  released  1,000  particles 
per  ml  at  2/'  and  120  per  ml  at  5/j-  but  a 
low  level  was  obtained  after  the  first  100 
ml  had  flowed  through.  With  six  types  of 
cannulae.  most  particles  were  flushed 
through  with  the  first  25  ml.  Mr  Williams 
further  added  that  the  use  of  additives  to 
fluids  and  the  use  of  plastic  disposable 
syringes  for  'transferring  the  drugs  increased 
the  particulate  contamination  by  up  to 
500  per  ml  at  the  2f  level. 

Dr  M.  J.  Groves,  pharmacy  department, 
Chelsea  College,  University  of  London, 
also  presented  a  paper  reviewing  instru- 
mental inspection  of  large  volume  intra- 
venous fluids  for  particles  and  stated  that 
cellulose  and  asbestos  particles  were  cap- 
able of  provoking  a  foreign  body  reaction 
in  tissues. 

The  symposium  was  chaired  by  Mr 
M.  Barnett,  Welsh  School  of  Pharmacy, 
Cardiff. 

Bid  to  remove  VAT  from 
sanitary  goods 

Before  the  Commons  adjourned  for  the 
Easter  recess  the  Government  resisted 
pressure  from  backbench  MPs  on  both 
sides  of  the  House  for  the  removal  of 
VAT  from  toilet  paper  and  sanitary  towels. 

Mr  Terence  Higgins,  Financial  Secretary 
to  the  Treasury,  explained  that  VAT  had 


been  imposed  on  these  articles  because 
was  a  broadly  based  tax  on  consumer  e> 
penditure.  Dr  Edmund  Marshall  said  th 
items  concerned  had  been  exempt  froi 
purchase  tax  because  they  were  basic  nece 
sities  of  life. 

Mr  Higgins  maintained  that  it  was  imP 
portant  to  look  at  the  overall  effect  o 
VAT.  There  was  no  reason  to  suppose  tha 
it  would  prove  regressive  because  relie 
had  been  given  from  VAT  for  most  item 
of  expenditure  of  importance  to  low  in 
come  families.  "It  is  absurd  to  look  at  th 
effect  on  individual  items,"  he  insisted. 

Mr  Geoffrey  Finsberg,  who  claimed  tha 
imposition  of  VAT  on  toilet  paper  anc 
sanitary  towels  was  an  example  of  th< 
"stupidities"  of  the  tax  in  practice,  made  ; 
vain  appeal  to  the  Minister  to  look  at  th< 
matter  again. 

Use  of  camphorated  oil 
criticised 

Over-the-counter  sale  of  camphorated  oiil 
should  be  banned,  according  to  Dr  M.  H,l 
Bellman,  Hillingdon  Hospital,  Uxbridge.F 
Middlesex. 

In  a  letter  to  last  week's  British  Medical 
Journal,  he  said  that  two  children  out  of 
34  admitted  to  the  hospital  this  year  after 
accidental  poisoning  had  swallowed  com- 
ph  orated  oil,  5  ml  of  which  may  be  a  fatal 
dose. 

Dr  Bellman  feels  parents  are  unaware 
of  the  lethal  nature  of  this  substance,  parti- 
cularly as  it  is  often  sold  specifically  for 
rubbing  into  babies'  chests  and  has  even 
been  smeared  on  their  lips  to  prevent 
chapping. 

The  doctors'  letter  follows  an  earlier 
report  (British  Medical  Journal,  March  31, 
p803)  of  10  children  under  5  years  who 
were  admitted  to  Newcastle  upon  Tyne 
General  Hospital  in  1970-72  after  ingestion 
of  camphorated  oil. 

Tranquilliser  prices  debate 

The  Commons  will  debate  a  motion  on  the 
Regulation  of  Prices  (Tranquillrsing 
Drugs)  Order  on  May  3. 
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^ppointments 


elena  Rubinstein  have  appointed  Mr  P. 
unt  their  project  manager.  He  will  be 
sponsible  for  setting  up  a  new  diversified 
arketing  division. 

tie  Proprietary  Association  of  Great 
ritain  have  appointed  Mr  A.  R. 
jell  their  secretary  in  succession  to 
I  J.  P.  Wells  who  retained  that 
fice  temporarily  when  he  became 
rector  in  1971.  Mr  Fuell  graduated  B 
larm  (London)  in  1967  and  joined  PAGB 
an  assistant  secretary  in  1971  after  three 
sars  in  retail  pharmacy  management, 
tiring  the  time  he  has  been  with  the 
sociation  he  has  been  concerned  mainly 
ith  the  implementation  of  the  Medicines 
ct,  assisting  member  companies  with  pro- 
lct  licence  applications  and  servicing  the 
\GB  committee  studying  the  EEC  Draft 
ireotives.  Mr  W.  F.  Linford  has  been 
►pointed  export  services  manager. 


r  William  L  Hutton,  newly-elected 
anaging  director  of  Abbott  Laboratories 
d  with  full  responsibility  for  the  UK 
j&ration.  Mr  Hutton  has  been  Abbott 
gkwral  manager  for  the  African 
deration  since  1970 

eaths 

ields:  On  April  12,  Mr  Robert  John 
elds,  MPSNI,  4  Gibson  Park  Gardens, 
flast.  Mr  Fields  qualified  in  1927,  after 
rving  his  apprenticeship  with  Henry  & 
lulkner,  Cookstown,  co  Tyrone.  For 
■me  years  he  was  with  J.  A.  Nesbitt  Ltd, 
Id  Lodge  Road,  Belfast,  before  leaving 
open  his  own  pharmacy  at  133  Wood- 
ock  Road,  Belfast.  He  retired  from 
isiness  a  few  years  ago. 
orthey:  On  April  18,  Mr  Ronald  Northey, 
(PSNI,  7  Knock  Eden  Park,  Belfast.  Mr 
orthey  qualified  in  1926  after  serving  his 
oprenticeship  with  Mr  W.  R.  Fee,  208 


Topical  reflections 


BY  XRAYSER 


Elections 


THE  mail  this  week  has  brought  voting  papers  and  election  addresses, 
together  with  portraits  of  those  who  are  offering  themselves  for  membership 
of  the  Council  of  the  Pharmaceutical  Society.  There  is  also,  you  may  have 
observed,  a  contest  for  five  places  as  auditors.  I  note  that,  in  the  latter  case, 
we  are  denied  photographs  of  the  candidates,  but  whether  that  is  dictated 
by  modesty  on  their  part  or  is  just  common  prudence  I  leave  you  to  judge. 

The  Council  election  has  brought  into  the  field  exactly  twice  the  number 
of  contestants  for  whom  there  are  seats.  In  theory,  therefore,  we  could 
see  seven  new  faces  and  say  farewell  to  the  seven  retiring  members.  This 
is  extremely  unlikely  to  happen,  for  some  of  those  offering  themselves  for 
re-election  are  still  full  of  vigour  and  have  proved  themselves. 

One  would  naturally  expect  the  subject  of  the  Common  Market  to  figure 
in  the  statements  of  policy  and,  indeed,  only  two  have  failed  to  refer  to  it, 
though  none  has  done  so  at  any  length.  Even  so,  it  is  evident  that  there 
is  a  conflict  of  opinion  on  that  topic,  and  it  would  be  surprising  were 
it  otherwise,  for  we  are  all  lacking  in  positive  information.  It  is  difficult 
to  know,  for  example,  how  much  influence  we  may  have  on  our  Continental 
neighbours  who  have  more  in  common  with  each  other  pharmaceutically 
than  with  us  and  with  whom  discord  might  seem  to  be  a  more  likely  outcome 
than  "harmonisation." 

There  are  candidates  who  pledge  themselves  to  opposition  to  some  of 
the  proposals  contained  in  the  draft  directives  already  accepted  by  Council. 
But  what  freedom  of  movement  is  left  to  us?  Was  the  step  taken  on  January 
1  of  this  year  not  irrevocable?  Has  British  pharmacy  the  right  of  self- 
determination?  Despite  statements  in  the  Lords,  there  seems  to  be 
considerable  doubt. 

Wide  policies 

Other  points  raised  by  candidates  reflect  the  problems  of  the  day — the  health 
centre,  the  group  practice,  planned  distribution,  doctor  dispensing,  the 
Noel  Hall  report  and  the  need  for  a  united  front.  Whoever  may  be  successful 
in  securing  the  seats  at  the  Council  table,  I  should  like  to  see  one  or  two 
devote  their  energies  in  one  particular  direction  and  make  themselves  expert 
in  one  field. 

The  work  of  C.  W.  Maplethorpe  in  his  single-minded  and  purposeful 
dedication  to  education  should  serve  as  a  beacon.  No  individual  can  hope 
to  be  active  and  informed  on  every  facet  of  Council  policy,  and  anyone  who 
attempts  it  can  only  dissipate  his  energies  and  achieve  little. 

Nine  of  those  offering  themselves  are  (or  have  been)  involved  in  general 
practice  pharmacy  or  its  administration,  and  the  others  have  a  background 
in  industry  or  the  hospital  service.  All  have  a  varied  and  considerable 
experience.  It  remains  for  the  electorate  to  assess  the  qualities  on  display 
and  to  vote.  My  resolve  is  to  get  the  papers  away  today  before  they  become 
submerged  in  the  bulky  file  of  VAT. 


Duncairn  Gardens,  Belfast.  He  was  latterly 
in  business  as  R.  Northey  Ltd,  Belfast. 
Todd:  On  April  19,  Mr  Horatio  Todd, 
OBE,  FPSNI,  JP,  Sandown  Road,  Belfast, 
Mr  Todd  qualified  over  70  years  ago  and 
after  serving  his  apprenticeship  in  Belfast 
he  set  up  his  own  business  at  Holywood 
Road,  Belfast,  in  1905.  He  became  the  first 
president  of  the  Pharmaceutical  Society  of 
Northern  Ireland  when  it  was  set  up  in 
1925.  Earlier  this  year  he  was  one  of  the 
four  first  Fellows  appointed  by  that  Society. 


He  is  survived  by  his  daughter,  Mia,  who 
is  also  a  pharmacist. 

News  in  brief 

Q  Representations  by  the  Pharmaceutical 
Society  of  South  Africa  to  the  South 
African  Minister  of  Health  to  equate  salary 
scales  for  non-white  and  Asian  pharmacists 
with  those  for  white  pharmacists  were 
rejected  "in  view  of  the  far-reaching  con- 
sequences of  such  a  step". 


540    Chemist  &  Druggist 


1972  record  for  Unichem 
after  1971  loss 

Unichem  Ltd  have  achieved  record  profits 
of  £156,000  in  1972  compared  with  a 
£22,000  loss  in  the  previous  year.  At  the 
same  time  turnover  for  the  year  rose  17  7 
per  cent  to  £9-9  million  compared  with 
£8  4  million  in  1971. 

The  chairman,  Mr  Tom  Reid,  says  in  his 
annual  report  that  they  showed  "a  remark- 
able improvement  in  our  fortunes". 

He  adds:  "The  current  year  has  started 
well  but,  despite  the  improvement  we  have 
achieved,  we  are  well  aware  of  the  fact  that 
there  is  a  long  way  to  go  before  we  can 
even  start  to  feel  satisfied." 

On  the  year  ahead,  Mr  Reid  is  confident 
that  1973  "will  see  Unichem  achieve  a 
further  substantial  increase  in  profits  and 
this  will  be  reflected  in  a  higher  level  of 
rebate". 

On  protection  of  the  independent 
chemist.  Mr  Reid  says  that  the  past  18 
months  had  seen  "an  ominous  increase"  in 
the  number  of  acquisitions  and  mergers 
which  operated  against  the  best  interests  of 
the  independent  retail  chemist.  "Many 
retail  outlets  have  been  acquired  by 
multiples  which  are,  in  turn,  often  linked 
to  wholesalers.  In  addition  many  indepen- 
dent wholesalers  have  been  absorbed  by 
combines  .  .  .  these  developments  have 
obvious  inherent  dangers  for  the  indepen- 
dents". 

Roche  get  leave  to 
appeal  to  Lords 

Roche  have  been  granted  leave  to  petition 
the  House  of  Lords  against  the  Regulation 
of    Prices    (Tranquillising    Drugs)  Order 

1973  (No  720).  This  is  the  recent  Order 
imposing  a  maximum  selling  price  on  the 
drugs  Librium  and  Valium  (last  week 
P507). 

In  view  of  the  impending  petition  they 
say  it  will  be  appreciated  that  any  further 
comment  or  statement  would  be  inappro- 
priate at  this  juncture. 

However  the  parent  company  said  that 
their  president,  Dr  A.  W.  Jann,  would  be 
holding  a  press  conference  at  the  com- 
pany's headquarters  in  Basle  on  Friday 
afternoon  (April  27)  to  answer  questions 
(see  also  p551). 

Record  first  quarter 
for  Eli  Lilly 

Eli  Lilly  and  Company,  announce  record 
first  quarter  173  sales  of  $276- lm  against 
consolidated  sales  of  $234  7m  during  the 
first  quarter  of  1972. 

Each  of  the  company's  marketing  groups 
■ — pharmaceuticals,  agricultural  and  indus- 


trial products,  and  cosmetics —  contributed 
to  the  sales  increase. 

Commenting  on  these  results,  Mr 
Richard  D.  Wood,  chairman  of  the  Lilly 
board,  points  out  that,  although  gratifying, 
a  single  quarter  is  too  short  a  period  in 
which  to  judge  the  progress  of  the  company, 
particularly  in  view  of  seasonal  influences 
and  continually  changing  patterns  of  sales 
for  some  products.  It  should,  therefore,  not 
be  considered  as  indicative  of  results  for  an 
entire  year. 

Sturge  prospects 

"We  hope  to  reach  in  1973  about  the  level 
of  the  past  two  years,"  says  Mr  E.  R. 
Winter,  chairman  of  John  &  E.  Sturge 
Ltd,  talking  about  profits  in  his  report. 

He  expects  the  year  to  be  fairly  busy  for 
the  company's  two  areas  of  business,  al- 
though their  production  would  not  be  at 
full  oapacity. 

Robinsons  to  attack  the 
European  market 

"Change  and  challenge"  in  all  the  markets 
with  which  they  are  concerned  was  the 
theme  of  the  discussions  at  the  annual 
national  sales  conference  of  Robinsons  of 
Chesterfield  last  week. 

Mr  John  McPhie.  marketing  and  sales 
director,  disclosed  that  although  Robinsons 
already  did  business  in  all  EEC  countries 
they  were  intensifying  their  efforts.  Some 
twelve  months  ago  they  commissioned  a 
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detailed  market  research  programme  ii 
the  baby  products,  feminine  hygiene  a 
surgical  dressings  markets  in  the  EI 
Following  their  report  negotiations  W' 
in  hand  with  a  view  to  increasing 
sales  of  their  products  in  Continen 
Europe,  and  he  hoped  to  appoint  a  Eu 
pean  sales  and  marketing  manager  v« 
soon  who  would  operate  on  the  Contine 


Fisons  open  new  German 
HQ  for  pharmaceuticals 

Fisons  wholly-owned  German  pharmace 
tical  subsidiary.  Fisons  Arzneimittel  Gmb 
has  moved  to  larger  premises  at  Briihl,  ne 
Cologne. 

Mr  Paul  Hodgkins.  chairman  at 
director-in-charge  of  Fisons  pharmaceutic 
division,  unveiled  a  plaque  to  commem 
rate  the  opening  of  the  new  office  blo> 
and  warehousing.  The  move  was  neces 
tated  by  the  growth  of  Fisons  "ethica 
pharmaceutical  marketing  activities 
Germany. 

Briefly 

S.  Maw  Son  &  Sons  Ltd:  The  1973  Maw 
Ed  scholarship  is  now  open  to  all  membe 
of  the  Health  Visitors  Association.  Cand 
dates  are  invited  to  submit  outlines  of 
proposed  project  which  has  the  aim 
improving  the  health  and  well-being 
mothers  and  babies. 


Tomay  Marketing  Ltd,  formed  by  Ml 
W.  T.  Wardale  the  former  export  manage! 
of  Avon  Cosmetics,  has  changed  its  naml 
to  Gendell  Ltd  and  opened  new  offices  a| 
Firth  Road,  Lincoln.  The  company  har 
recently  been  appointed  exclusive  expor 
managers  for  Studio  Cosmetics  Ltd  anl 
also  for  Barbara  Ann  Voss  range  of  anti 
perspirants.  bath  oils  and  hand  lotion 


Hall  Forster  &  Co  Ltd  have  moved 
PO  Box  1DB,  Pooley  Close.  Newcastl 
upon-Tyne      NE99      1DR  (telephon^ 
Newcastle-upon-Tyne  862911). 


"3 1 


A  recently  opened  microbiological  control  laboratory  is  part  of  a  new 
£200,000  complex  being  built  at  May  &  Baker  Ltd,  Dagenham  to  supple- 
ment the  company's  quality  control  facilities.  The  new  laboratory  has  a 
sterility  testing  area  where  sterile  products  for  injection  and  such  items 
as  eye-drops  and  eye  ointments  are  tested.  Additional  local  protection  is 
provided  by  three  laminar  flow  cabinets. 
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New  products 
and  packs 


Osmetics  and  toiletries 

\lai/oid  nail  polishes 

tlchards  &  Appleby  have  introduced  a 
ange  of  nail  polishes  under  the  Nailoid 
iame. 

The  range,  which  features  natural  and 
reme  shades  (£0  23)  plus  pearl  shades 
£0-27) — as  well  as  a  base  and  top  coat — 
omprises  twenty  fashion  colours  which 
re  said  to  have  a  high  gloss,  are  easy 
o  apply  and  wear  "exceptionally  well". 

The  nail  polishes  are  sold  from  two 
lisplays.  One  display  unit  features  the 
pi  polishes  and  includes  Nailoid  manicure 
reams.  This  display  also  features  the 
lewest  ancillary  product  in  the  range — 
Nailoid  cuticle  remover  (£0  27)  which  has 
ts  own  applicator.  The  other  unit  displays, 
n  addition,  manicure  accessories,  such  as 
lail  scissors,  buffers,  hoof  sticks,  etc.  Both 
inks  can  be  displayed  on  the  counter  or 
ire  available  with  a  floor  stand  (Richards 
k  Appleby  Ltd,  Derby  Street,  Ormskirk, 
janes). 

Shiny  Stacklets 

Helena  Rubinstein  will  be  launching 
>hiny  Stacklets  (£0-45)  in  early  July, 
itacklets  are  small  transparent  pots  of 
ihiny  colour  for  eyes,  lips  and  cheeks 
vhich  can  be  screwed  together.  The  Liplets 
:olours  are  Plumsidle.  Soarlet  Slipper. 
Saucy  Red,  Twinkle  Pink,  Porto  Sheen 
ind  Iced  Sienna;  the  Eyelets  shades  are 
ikyshine,  Leafshine,  Seashine,  Earthshine, 
jornshine  and  Berryshine  and  for  Cheek- 
ets,  the  shades  available  are  Glisten 
Jeach,  Glisten  Pink  and  Glisten  Amber 
Helena  Rubinstein  Ltd,  31  Davies  Street, 
.ondon  W1Y  1FN). 


New  beige  shades 

Lo  meet  the  current  fashion  for  beige 
Tiake-up  Max  Factor  has  introduced  new 
shades  to  their  make-up  foundation  ran- 
ges. These  shades  are:  Sheer  Genuius, 
True  Beige;  Hi-Fi  Fluid  make-up,  True 
Beige,  Golden  Beige;  Pan  Cake  make-up, 
Nouveau  Beige,  Sun  Beige;  Pan-Silk 
make-up,  True  Beige,  Cool  Copper;  Creme 
Puff  refill,  Nouveau  Beige,  Sun  Beige  and 
Translucent. 

Also  new  from  Max  Factor  is  Colour-on 
Waterproof  eyeshadow  (£0  5 5)  available  in 
six  iridescent  shades.  The  eyeshadow  is 
presented  in  a  wand  complete  with  built-in 
brush.  Available  from  May  1  (Max 
Factor  Ltd,  16  Old  Bond  Street,  London 
W1X  4BP). 

Estee  Lauder  launch  Alii  age 

Alliage,  the  new  perfume  from  Estee 
Lauder  is  described  "as  a  fresh  sports  frag- 
rance for  active  people  anywhere  which 


evokes  a  mood  that  is  active  and  dashing 
but  also  subtle  and  serene".  Products  in  the 
Alliage  range  are  Sport  Perfume  25cc 
(£6  00),  Sport  spray  65g  (£5-00).  Eau 
d' Alliage  120cc  (£4- 50)  and  Sport  purse 
spray  (£2-25).  Each  item  is  presented  in 
bottles  with  silver,  fluted  closures  and  the 
pack  colours  are  green  with  berry  red.  Avail- 
able from  mid-May.  (Estee  Lauder  Cos- 
metics Ltd.  71  Grosvenor  Street,  Mayfair, 
London  Wl). 

Photographic 

Face -lift  for  Kodak  126 

A  new  Kodak  Instamatic  126  camera  out- 
fit, containing  the  Instamatic  36  camera  is 
now  available.  The  Model  36  is  identical 
in  specification  to  its  predecessor,  the 
popular  Instamatic  33  camera,  but — for 
the  same  price — the  new  camera  has  been 
given  a  black  lens  mount  and  more  strik- 
ing name  plate,  which  should  give  it  added 
appeal. 

The  Kodak  Instamatic  36  camera  is 
available  in  outfit  form  (£4-23|)  and 
comes  complete  with  a  12-exposure 
Kodacolor-X  film,  a  wrist  strap  and  an 
instruction  booklet.  The  camera  has  a 
choice  of  two  shutter  speeds  marked  by 
symbols  for  photographs  in  bright  sun 
and  hazv  sun  or  flash.  Two  accessories 


are  available,  a  carrying  case  (£0-76)  and 
an  Instamatic  flashcube  holder  (£0-92^). 
(Kodak  Ltd.  PO  Box  66,  Kodak  House, 
Station  Road,  Hemel  Hempstead,  Herts). 

Surgical 

Disposable  urine  collector 

Seton  have  launched  a  new  disposable 
product  to  replace  the  glass  urine  bottle. 

The  Urinaid  is  basically  a  leakproof, 
plastic  bag  with  a  shaped  neck.  It  has  a 
built  in  non-return  valve — preventing 
smell,  reducing  the  risk  of  infection  and 
presenting  no  risk  of  the  patient  or  nurse 
spilling  the  contents.  It  can  even  be  safely 
dropped  onto  the  floor. 

Time  consuming  washing  and  sterilising 
is  eliminated  and  the  makers  feel  the 
Urinaid  will  also  be  a  great  boon  for  bed- 
ridden patients  at  home. 

The  Urinaid  can  also  be  used  with  the 
same  hygiene  advantages,  to  collect  speci- 
mens for  laboratory  tessts.  The  patient's 
name  and  ward  can  be  written  on  the  spe- 
cial pvc  face. 

Two  sizes  are  available.  300  ml  (50. 
£3  18)  and  500  ml  (50,  £3-86).  with  gra- 
duations clearly  marked  to  allow  the  vol- 
ume of  urine  to  be  measured  at  a  glance 
(Seton  Products  Ltd.  Tubiton  House.  Med- 
lock  Street.  Oldham,  Lanes'). 
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New  packaging  for  Okasa 

Okasa,  the  silver-coated  pill,  has  now  been 
completely  repackaged  in  a  new  square 
pack  and  is  offered  in  three  new  sizes  50 


Okasa  display  stand 


(£0-99),  100  (£1-69)  and  300  (£412|)  tab- 
lets. Distributors  are  Keldon  Ltd,  17  Wads- 
worth  Road,  Perivale,  Greenford,  Middx. 

Vestric  value  new  terms 

From  May  1,  Vestric  are  to  offer  new 
terms  to  independent  chemists  on  their 
"Vestric  Value"  scheme.  For  orders  for  six 
assorted  cases  of  items  contained  on  the 
discount  order  forms  there  is  now  a  dis- 
count of  6  per  cent.  In  addition  chemists 
can  now  purchase  three  assorted  cases  for 
5  per  cent  discount.  The  2  per  cent  settle- 
ment at  14  days  is  discontinued,  and  these 
new  terms  are  available  on  normal  monthly 
account. 

Change  of  formula 

Smith  Kline  &  French  Laboratories,  Wel- 
wyn  Garden  City,  Herts,  have  modified  the 
formula  of  Eskamel.  Effective  May  1,  new 
supplies  of  the  product  will  no  longer 
contain  hexachlorophane.  This  change  will 
not  alter  the  composition  or  performance 
of  the  product  in  any  other  respect. 

Dietade  meals 

Dietade  calorie  controlled  meals  (C&D, 
April  7,  p444)  will  be  distributed  by  Apple- 
ford  Ltd,  Colnebrook,  Bucks,  and  not  as 
previously  suggested. 

Golden  Babe  name  change 

Golden  Babe  disposable  nappies  from 
Lilia-White  (Sales)  Ltd,  Charford  Mills, 
Birmingham  8  change  their  name  to  Snuggi 


Pads  this  month  and  will  also  appear  in  a 
new  pack.  The  new  name  has  been  chosen 
to  match  the  Golden  Babe  Snuggi  pants 
product  and  to  show  both  products  as 
complementary. 

The  yellow  pack,  which  marks  the  entire 
Golden  Babe  range,  has  been  retained  but 
with  a  more  modern  design.  The  major 
change  to  the  pack  is  the  featuring  of  a 
new  baby  illustration.  Which  now  shows  a 
full  baby  picture.  Minor  modifications  to 
the  user  instructions  on  the  back  of  the 
pack  have  also  been  made  to  bring  them 
into  line  with  standard  instructions  agreed 
by  all  manufacturers. 

The  Golden  Babe  changes  are  being 
supported  by  special  dump  bin  displays 
for  some  of  the  major  outlets. 

Theta  Diamond  display  pack 

Colson  &  Kay  Ltd,  235  Great  Western 
Street,  Manchester  M14  4LQ,  suppliers  of 
the  Theta  range  of  precision  instruments 
for  medical  and  manicure  care,  have 
launched  their  Theta  Diamond  display 
pack  which  contains  24  assorted  sapphire 
diamond  nailfiles.  Each  nailfile  is  packaged 
in  an  individual  pvc,  and  a  free  7  in  file  is 
provided  with  each  pack. 

Tablet  markings  change 

Riker  Laboratories,  1  Morley  Street, 
Loughborough,  Leics,  will  not  mark 
"Riker"  on  future  batches  of  Ferroids  and 
Folaemin.  The  tablets  will  remain  unaltered 
in  every  other  respect. 

Amendments  to  lists 

Crookes  Laboratories  Group  Ltd,  Telford 
Road,  Houndmills  Estate,  Basingstoke, 
Hants.  Tridia  antidiarrhoeal  to  be  dis- 
continued when  current  stocks  exhausted. 

Boots  Company  Ltd,  Nottingham,  NG2 
3AA.  Delta  Fenox  nasal  decongestant 
spray  to  be  discontinued  when  current 
stocks  exhausted. 

Wander  Ltd,  42  Upper  Grosvenor  Street, 
London  W1X  0AL.  Aminacyl  Sodium 
PAS  500g  to  be  discontinued  when  cur- 
rent stocks  exhausted. 

Roussel  Laboratories  Ltd,  Roussel  House, 
Wembley  Park,  Middlesex  HA9  0NF.  The 
100  pack  of  Mandrax  tablets  and  capsules 
will  be  replaced  by  a  30  pack  (£0  38  trade) 
from  May  1.  Cortisyl  injection  will  be  dis- 
continued from  the  same  date. 


Bonus 
offers 

Cuxson.  Gerrard  &  Co  Ltd.  26  Fountain 
Lane,  Oldbury,  Warley,  Worcs  B69  3BB. 
Aidex  burn  and  wound  cream.  14  invoiced 
as  12  on  orders  of  36  or  more. 

Vestric  Ltd,  Chapel  Street,  Runcorn, 
Cheshire.  Propa  PH.  Orders  between  April 
23  and  June  8  two  bottles  free  with  every 
dozen  or  10  per  cent  discount  on  six. 

Spectrum  Laboratories.  Austin  House, 
Bridge  Street.  Hitchin,  Herts  SG5  2DE. 
Contique  wetting  solution.  12  invoiced  as 
9,  until  May  5. 
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Promotions 


Soap  boat  competition 

To  promote  the  new  Tommee  Tippee  bath 
time  soap  boat  for  children  (£0  30)  Jackel 
&  Co — in  conjunction  with  boat  manu- 
facturers, Gladding  International  Ltd,  areB 
running  a  competition  entitled  "Sea  Sure" 
with  more  than  £500  worth  of  prizes. 

First  prize  is  a  Fisher  26  which  will 
take  4  adults,  second  prize  is  the  Shark 
100  plus  50  runner-up  prizes  of  Shark 
60's.  In  addition,  the  chemist  from  whom 
the  winner  purchased  the  soap  boat  will 
also  receive  a  Gladding  boat. 

Packed  in  display  outers  of  24,  each 
soap  boat  pack  contains  a  competition 
entry  from  (Jackel  &  Co  Ltd,  Kitty 
Brewster  Estate,  Blyth,  Northumberland). 

Support  for  Aidex 

Aidex  burn  and  wound  cream  from  Cuxson  I 
Gerrard  &  Co  will  be  advertised  nationally  I 
from  now  until  mid-October  in  the  I 
Sunday  People  and  Womans  Weekly.  The  I 
product  is  packed  in  display  outers  of  one  I 
dozen,  each  carton  containing  a  descriptive  I 
leaflet  and  each  outer  containing  a  small  I 
counter  display  card  on  the  reverse  side  I 
quoting  uses  for  Aidex. 

In  addition  a  special  window  sticker  I 
claiming  the  value  of  Aidex  for  sunburn  I 
is  available  (Cuxson.  Gerrard  &  Co  Ltd.  I 
26  Fountain  Lane.  Oldburn,  Warley,  Worcs  I 
B69  3BB). 

on  TV 

nextweek 

,  

Ln  =  London;  M  =  Midland:  Lc  =  Lancashire; 
Y  =  Yorkshire;  Sc  =  Scotland;  WW  =  Wales 
and  West;  So  =  South;  NE  =  North-east; 
A  =  Anglia;  U  =  Ulster;  We  =  Westward; 
B  =  Border;  G  =  Grampian;  E  =  Eireann: 
CI  =  Channel  Islands. 

Aquafresh  toothpaste:  WW 
Balanced  Care  hairspray.  All  areas 
Close  Up:  All  areas 
Kodak:  All  areas 

Limmits:  Ln,  Y,  Sc,  So,  NE,  A,  We,  B,  G, 
CI 


Maws  Baby  Bathcare  toiletry  range:  All 

except  E 

Maws  Simpla  sterilising  unit:  All  except  E 

Maws  Tufty  Tails:  All  except  E 

Maybelline  Great  Lash  mascara:  Ln,  So 

Macleans  Freshmint:  All  except  WW 

Phensic:  All  except  E 

Radox:  All  except  U,  E 

Rennie:  All  except  U 

Shield:  All  areas 

Silvikrin  hairspray:  All  areas 

Silvikrin  shampoo:  All  areas 

Sure:  All  areas 

Wilkinson  Sword:  All  areas 
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Students'  Association  to  seek  official 
recognition  by  the  Society 


The  British  Pharmaceutical  Students  Asso- 
ciation is  to  seek  agreement  from  the 
Pharmaceutical  Society  of  Great  Britain 
that  "students  of  the  Society"  should  be 
defined  as  members  of  the  Association. 

That  decision  was  taken  at  the  annual 
conference  in  Sunderland  when  it  was 
pointed  out  that  there  is  a  Cardiff  Branch 
motion  coming  before  the  Society's  repre- 
sentatives meeting  in  May  that  will  call  for 
section  V  of  the  bye  laws  to  be  re-drafted 
"to  recognise  officially  the  new  position  of 
pharmacy  students  in  the  Society's  affairs". 

Mr  V'lan  Fenton-May,  president,  asked 
the  conference  to  instruct  the  next  execu- 
tive on  the  attitude  to  be  taken  in  negotia- 
tions with  the  Society  if  the  branch  repre- 
sentatives approve  the  motion.  The  alterna- 
tive to  recognition  of  BPSA  membership 
was  for  the  Society  to  recognise  all  students 
registered  for  first  degrees.  However,  that 
might  lead  to  the  establishment  of  two 
student  bodies — and  BPSA  felt  capable  of 
representing  the  views  of  both  members 
and  non-members  since  the  views  were 
likely  to  be  identical. 

Sales  promotion 

Conference  gave  its  support  to  a  motion 
from  Mr  J.  Ekerholt,  Sunderland,  describ- 
ing as  "unethical"  sales  promotion  of 
pharmaceutical  products  to  doctors,  phar- 
macists and  the  general  public.  Mr  Eker- 
holt attacked  in  particular  television  adver- 
tising and  gimmicks  used  to  persuade 
doctors  to  prescribe  a  company's  products. 

Supporting,  Mr  J.  Harris  said  that  pro- 
prietary medicines  were  being  advertised 
on  television  as  panaceas  for  everything — 
people  were  being  persuaded  to  take  things 
they  often  did  not  need  and  which  could 
conceivably  do  them  harm.  Prescription 
medicines,  said  Mr  Harris,  should  be  "sold 
on  their  merits"  and  advertising  in  the 
pharmaceutical  Press  of  "12  for  the  price 
of  10"  was  out  of  place. 

Miss  L.  Gordon  criticised  the  offer  of 
free  samples  of  two  PI  poisons  by  post,  and 
Mr  D.  Pavey  considered  it  unethical  for 
representatives  to  go  direct  to  doctors — 
they  should  give  scientific  information  to 
the  pharmacist. 

Among  those  opposing  the  motion,  Mr 
D.  Kissman  accepted  the  need  for  "12  for 
10",  warning  the  students  that  when  they 
went  into  "the  big  wide  world"  they  would 
need  to  be  business  men.  Mr  P.  Joiner  felt 
the  conference  was  being  "idealistic". 
Over-the-counter  medicines  generally  were 
advertised  for  the  conditions  for  which  they 
were  formulated,  but  there  must  be  more 
control  on  the  articles  in  women's  maga- 
zines concerning  vitamin  E,  geriatric  pre- 
parations and  other  products  for  which  it 
was  difficult  to  establish  clinical  efficacy. 
Mr  P.  Sharrot,  a  former  BPSA  president, 
said  that  although  a  lot  of  promotion  left 
much  to  be  desired,  the  industry  needed 


to  make  a  profit.  He  believed  that  pharma- 
cists and  doctors  should  be  capable  of 
looking  at  sales  promotions  rationally. 

A  move  to  prevent  the  1974  congress 
of  the  International  Pharmaceutical 
Students'  Federation  being  held  in  South 
Africa  was  vigorously  opposed  by  Miss 
Veronica  Davis,  IPSF  president. 

The  move  is  planned  by  Swedish  students 
at  this  year's  congress  in  Paris,  when  they 
will  seek  a  constitutional  change  to  ex- 
clude from  Federation  membership  coun- 
tries in  which  there  is  not  equal  opportunity 
for  all  to  study  pharmacy. 

Miss  Davis  felt  the  aim  was  political. 
IPSF  could  remain  successful  only  by  being 
a  non-political  professional  organisation- — 
Eastern  European  students  participated 
only  because  it  had  that  status.  To  exclude 
any  country  on  political  grounds  would  be 
to  deny  its  students  the  right  to  learn  about 
pharmacy  in  other  parts  of  the  world  and 
perhaps  to  affect  the  progress  of  the  pro- 
fession there. 

Mr  J.  Harris,  seeking  BPSA  support  for 
the  Swedish  proposal,  claimed  that  in  South 
Africa  no  coloured  pharmacist  could  hold 
a  post  senior  to  a  white  person.  Coloured 
delegates  to  the  conference  would  be  given 
"honorary  white  status"  and  would  be 
asked  to  wear  their  conference  badges  at 
all  times — an  "insult"  BPSA  should  not 
support.  However,  the  conference  agreed, 
by  a  narrow  majority,  with  Mr  A.  Banks, 
who  argued  that  "we  should  not  turn  our 
backs  on  our  friends  in  South  Africa  who 
are  fighting  for  equal  rights".  A  boycott 
would  merely  isolate  the  country. 

An  attempt  by  Mr  C.  Ranshaw,  Sunder- 
land, to  get  BPSA  "endorsement"  of  the 
Monopolies  Commission  report  on  tran- 


quillisers was  narrowly  carried  in  the  face 
of  a  large  majority  of  abstentions.  Most  of 
those  present  did  not  feel  competent  to 
judge  the  issue. 

The  following  officers  were  elected: 
President.  Miss  Carwen  Wynne-Howells 
vice-president.  Mr  J.  S.  Knott;  secretary 
Miss  Jean  Anderson;  treasurer,  Miss  Avri 
Dickinson;  IPSF  liaison  secretary,  Mis 
Nicola  Barrett;  information  officer,  M 
J.  S.  O'Brian;  publications  officer,  Mr  J 
Ekerholt;  northern  regional  officer.  Miss 
M.  Fielden:  southern.  Mr  D.  Gwillim. 

Preparing  for  clinical  experience 

A  plea  for  hospital  pharmacy  to  be  made 
attractive  enough  to  draw  the  "best  quali 
fied  and  most  enterprising  pharmacists" 
was  made  by  Mr  Fenton-May  in  an  intro 
ductory  paper  to  a  forum  on  the  future  o 
pharmacy.  And  he  came  to  these  conclu 
sions : 

□  The  Society  should  endeavour  to  secure 
the  appointment  of  suitably  qualified  clini 
cians  as  lecturers  in  chemistry  and  pharma- 
cology in  the  schools  of  pharmacy. 

□  The  pre-registration  year  must  be  re- 
orientated to  produce  a  more  meaningful 
clinical  experience:  the  possibility  of  this 
being  given  in  the  teaching  hospitals  should 
be  investigated.  Such  a  student  must  be 
extranumerary  to  the  staff. 

□  An  attractive  career  structure  in  the 
hospital  service  must  be  fought  for. 

□  The  remuneration  in  general  practice 
must  be  such  that  a  pharmacist  can  devote 
his  time  to  the  dispensing  and  sale  of 
medicines. 

□  There  must  be  closer  co-operation  be- 
tween general  practice  and  the  hospital 
service. 


Mr  B.  H.  Smith,  Newcastle  Regional  pharmacist,  Miss  Veronica  Davis,  president  IPSF. 
Mr  J.  P.  Kerr,  president  Pharmaceutical  Society,  and  Miss  Jill  Greenlees,  BPSA 
information  officer,  pictured  at  a  reception  given  by  the  Society 
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MrT.  P.  Astill,  Mr  J.  Reed  and  Mr  A.  Medcalfe  were  among  Executive  members  and 
officials  who  entertained  students  at  an  NPU  reception 


Professionalism— the  key 
to  the  future 


General  practice  pharmacists  who  respond 
to  pressure  to  dispense  prescriptions 
quickly  during  busy  periods  may  be  giving 
the  worst  type  of  professional  service. 

That  was  stated  by  Mr  I.  F.  Jones, 
senior  lecturer  in  pharmaceutical  manage- 
ment studies  at  Sunderland  Polytech- 
nic, during  a  conference  forum  on  the 
future  of  pharmacy.  Mr  Jones  said  there 
was  substantial  evidence  that  patients 
were  often  confused  about  the  medication 
routine  advised  by  the  physician.  The  doc- 
tor might  not  have  given  oral  directions  to 
the  patient,  the  patient  might  not  have 
understood  and  did  not  want  to  appear 
ignorant,  or  in  their  anxiety  they  forgot 
what  had  been  said  about  subsequent  medi- 
cation. "There  is  then  a  need  for  explana- 
tion on  medication  at  the  pharmacy." 

For  the  pharmacist  to  do  this  the  rate 
of  dispensing  would  slow  down,  which  was 
incompatible  with  the  desire  to  give  quick 
service.  The  fear  of  loss  of  customers  to  a 
competitor  and  of  criticism  from  those  that 
wait,  outweighed  the  need  for  the  pharma- 
cist to  spend  time  with  the  patient  explain- 
ing dosage  and  matters  such  as  diet. 

Mr  Jones  insisted  that  there  was  a  need 
for  the  pharmacist's  professional  services, 
and  he  could  only  survive  on  a  professional 
Ibasis.  "It  is  no  good  saying  to  the  general 
jpublic,  the  physician  or  the  government 
that  you  are  experts  in  medicines  and  that 
you  have  been  trained  to  degree  level  to  do 
ia  job.  You  must  go  out  there  and  show 
jthese  people  that  you  are  doing  it.  Then 
iyou  will  get  recognition  and  the  respect 
I  that  that  deserves. 

"Those  pharmacists  who  ignore  this 
function  or  what  is  worse  delegate  this 
function  are  contributing  to  a  downgrading 
of  the  status  of  the  pharmacist." 

Mr  Jones  believed  that  the  profession 
would  soon  allow  itself  to  be  subjected  to 
a  government  inquiry.  "When  this  comes 
along  don't  let  those  who  sit  on  the  inquiry 
see  that  the  pharmacist  is  acting  as  a  tech- 


nician  or  simply  as  a  legal  necessity. 

"Pharmacy  will  be  what  pharmacists 
will  make  it.  If  you  don't  go  out  and  fight 
for  recognition  then  no  one  will  do  it  for 
you.  If  you  don't  achieve  the  goal  of  adviser 
on  medication  and  health  care  to  the 
nation  for  pharmacy  then,  as  there  is  a 
demand,  someone  else  will  do  it.  It  might 
be  the  community  nurse,  health  visitor, 
technician — or  even  the  doctor's  recep- 
tionist. As  I  see  it  the  remedy  is  in  your 
hands." 

Traditional  hospital  pharmacy  will  in  a 
sense  disappear  as  the  health  services  are 
reorganised,  said  Mr  G.  Calder,  Birming- 
ham regional  pharmacist.  There  was  to  be 
greater  emphasis  on  community  care  of  the 
patient  in  health  centres  and  smaller  hos- 
pitals staffed  by  general  medical  practi- 
tioners, leaving  the  major  hospitals  to 
specialise — and  that  would  necessitate 
specialisation  by  the  hospital  pharmacist. 
The  Noel  Hall  report  was  an  attempt  to 
recognise  these  changes  in  the  structure 
of  the  hospital  pharmaceutical  service. 

Mr  Calder  listed  some  of  the  specialisa- 
tions he  expected  to  develop,  including 
quality  assurance,  manufacturing  and 
radiopharmaceuticals.  A  specialist  could 
be  concerned  with  orientation  of  the  drug 
package  towards  particular  needs,  such  as 
geriatrics  or  psychiatry;  others  with  educa- 
tion and  research.  Clinical  orientation,  Mr 
Calder  denned  in  the  pharmaceutical  con- 
text as  "applying  all  the  pharmaceutical 
sciences  to  one  patient",  and  it  might  be 
divided  into  subspecialities  such  as  paedia- 
trics and  dermatology. 

"Administration"  would  comprise  those 
mature  "specialists"  who  made  policy  deci- 
sions, and  the  "business  administrators" 
concerned  with  topics  such  as  computer 
control  of  stores.  The  information  pharma- 
cist would  be  concerned  with  providing  in- 
formation to  the  other  pharmaceutical 
specialists.  Mr  Calder  insisted  that  pharma- 
ceutical education  must  adapt  more  quickly 
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to  changes  in  practice,  maintaining  that 
there  is  too  little  research  in  the  schools 
into  practice  problems. 

Mr  G.  Herdman,  a  retail  pharmacist  and 
vice-president  of  the  Proprietary  Articles 
Trade  Association,  spoke  of  the  difficulty 
of  preserving  pharmaceutical  services  in 
the  face  of  the  health  centre  threat.  He 
was  not  concerned  about  small  centres,  but 
those  of  23  and  27  doctors  operating  or 
planned  in  Sunderland  which  were  "causing 
chaos". 

Mr  Herdman  doubted  whether  the 
economics  of  consortia  in  these  health 
centres  would  sustain  the  viability  of  the 
affected  pharmacies,  and  as  an  alternative 
solution  hoped  for  "the  Utopia"  of  patient 
registration  with  pharmacies.  It  would 
cause  the  public  some  inconvenience,  he 
admitted,  but  no  more  than  registration 
with  doctors,  and  the  pharmacist  could 
keep  complete  medication  records. 

Dr  W.  N.  Pitkethly,  lecturer  in  pharma- 
ceutical chemistry  at  Sunderland  Polytech- 
nic, gave  students  advice  on  their  approach 
to  the  profession.  They  should  decide  on 
their  own  future  and  plan  their  "route  to 
the  top" — the  high-flyers  were  the  ones 
who  realised  this  early.  They  should  be 
well  informed,  but  not  afraid  to  admit  they 
did  not  know.  They  should  "sell"  them- 
selves, since  no  one  wanted  a  professional 
man  without  confidence. 

Applying  the  principles  to  retail  prac- 
tice, Dr  Pitkethly  equated  "business  acu- 
men" in  the  professional  sense  with  the 
pharmacist's  ability  to  sell  himself  to  the 
local  doctors  and  the  patients.  In  that  way 
the  pharmacist  became  recognised  and  his 
advice  was  sought — and  his  business  grew. 

Concerning  a  career  in  industry,  the 
advice  was  not  to  worry  about  the  level  or 
area  of  the  first  job.  Once  in,  the  individual 
would  be  sized  up  by  his  company  and 
could  be  transferred  and  work  his  way  up 
later. 

Finally.  Dr  Pitkethly  asked  students  to 
take  part  in  the  affairs  of  Society  branches. 
He  told  conference  that  he  was  seeking 
the  right  for  branches  to  have  the  option 
of  sending  a  postgraduate  student  to  repre- 
sentative meetings  and  the  British  Pharma- 
ceutical Conference. 


Failure  of  Noel  Hall 

During  the  discussion,  Mr  J.  Harris, 
BPSA  publications  officer,  claimed  that  the 
Noel  Hall  report  was  not  fulfilling  its 
promise  because  of  the  1974  NHS  re- 
organisation and  the  small  number  of 
"principal"  posts.  Mr  Calder  said  that  no 
report  could  be  the  saviour  of  the  hospital 
service — it  needed  people.  Within  the  Noel 
Hall  framework  was  an  opportunity  for 
hospital  pharmacists  to  show  they  were 
specialists,  and  if  they  showed  it  they  would 
be  recognised.  "Recognition  always  follows 
doing." 

A  similar  point  was  made  by  Mr  Jones 
when  a  student  asked  how  it  was  possible 
for  the  new  generation  of  pharmacists  to 
improve  the  profession's  image  while  the 
multiples  and  proprietary  medicines  adver- 
tisers "cheapened"  the  image.  Mr  Calder 
asked  the  conference  to  remember  that 
"Boots  is  people",  and  Mr  Jones  told  the 
students  to  ensure  they  made  an  impact 
on  the  companies  they  joined.  "Pharmacy 
will  be  what  pharmacists  make  it,"  he 
added. 
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Lay  in  a  few  bottles  for 
your  customers. 


The  Coplastic  range  of  bottles,  jars 
and  vials  is  made  in  a  wide  variety  of 
sizes  to  suit  all  types  of  prescriptions. 

And  they're  moulded  in  high 
quality  plastic  so  you  don't  have  to  worry 
about  breakages— or  expensive 
restocking. 

Coplastic  containers  are  just  part  of 
the  Wellcome  range  of  dispensing  aids. 


The  Wellcome  range  covers 
everything  from  eye-droppers  to  medical 
twine,  enabling  you  to  make  all  your 
purchases  from  one  source— saving 
money,  and  simplifying  supply. 

If  you  feel  that  buying  from  one 
source  makes  good  sense,  send  off  the 
coupon  below.  And  cut  your  paperwork 
without  cutting  your  profits. 


Send  this  coupon  now  to:  Bernard  Pordes,  Wellcome  Consumer  Division,  Crewe  Hall,  Crewe,  Cheshire. 
Please  arrange  for  your  representative  to  call  on  me. 

My  name  and  address  is:  


Dispensing  Aids  from  Wellcome.  Incorporating  Certor  from  MacDonald  of  Manchester. 


Wellcome 
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Student  silence 

The  C&D's  columns  have  always  been  open  to  the 
voicing  of  students'  opinions  about  their  chosen 
profession,  so  it  is  with  some  regret  that  we  have 
to  record  a  paucity  of  such  opinion  at  this  year's 
annual  conference  (p544). 

Admittedly,  there  was  a  poorer  turnout  than  usual, 
due  mainly  to  the  vacation  dates  of  Scottish 
colleges  not  coinciding  with  those  in  England  and 
Wales,  and  the  long  term  just  completed  by  some 
colleges.  But  that  does  not  wholly  account  for  the 
failure  of  colleges  and  individuals  to  bring  forward 
motions  on  the  practice  of  the  profession  and  its 
future — motions  that  normally  provide  a  clue  to 
the  current  aspirations  of  the  profession's  youth. 

The  conference  was  not  short  on  forthright  speakers 
— and  the  one  motion  to  arouse  much  passion 
(whether  the  1974  international  congress  should  go 
to  South  Africa)  was  fought  on  sound  argument. 

Nor  was  it  short  on  opinion  about  the  profession — 
but  this  was  expressed  more  over  coffee  and  at 
informal  receptions  than  in  the  conference  hall. 
Informally  the  pre-registration  students  were  making 
known  their  fears  that  Noel  Hall  would  frustrate 
their  ambitions  of  a  career  in  hospital  pharmacy, 
arguing  for  and  against  the  "commercialism"  of 
the  multiples  (and  pleading  for  more  independents 
to  provide  places  for  students),  and  questioning 
why  pharmacists  role  in  industry  seemed  neglected. 


That  these  hopes  and  fears  did  not  come  before 
the  conference  sessions  seemed  to  reflect  a  lack  of 
contact  with  the  profession  during  the  academic 
course,  and  in  particular  with  the  profession's 
organisation  and  politics. 

How  else  could  a  student  need  to  ask  "What  is 
Noel  Hall?"  Why  else  did  some  hear  of  the  National 
Pharmaceutical  Union  for  the  first  time  because  it 
invited  conference  delegates  to  a  reception?  And 
why  did  some  students  know  little  of  the  Pharmaceutical 
Society's  role? 

The  criticism  is  not  of  the  students,  but  of  their 
tutors,  who  should  ensure  that  practising  members 
of  the  profession  introduce  these  aspects  early  in 
the  first  year  of  the  course — not  leave  it  to  a 
"rounding  off"  at  the  end  of  the  third. 

Next  month,  the  Pharmaceutical  Society's  branch 
representatives  will  be  asked  to  support  a  move 
to  alter  the  byelaws  so  that  the  term  "student"  once 
again  has  meaning.  The  BPSA  hopes  that  this  will 
involve  recognition  of  its  members  as  students  of 
the  Society,  so  that  they  may  benefit  from  the 
facilities  of  the  Society. 

But  the  greater  gain,  both  for  the  students  and 
the  profession,  would  be  if  the  next  generation  of 
pharmacists  felt  themselves  part  of  the  profession 
right  from  the  start  of  their  academic  studies — as 
did  their  "apprentice"  predecessors. 


Post 


Anyone  for  foolbali? 

"The  Bonne  Boys"  is  the  name  of  the  five- 
a-side  football  team  being  formed  by  Bonne 
Bell  Cosmetics  Ltd,  York  House,  Empire 
Way,  Wembley,  Middlesex.  It  comprises 
managing  director,  Mr  Neil  Brookwick  and 
four  company  representatives. 

The  company,  who  recently  went 
national  with  their  cosmetics  and  have  so 
far  opened  65  accounts,  aim  to  challenge 
chemists  and /or  assistants  (preferably 
male!)  in  the  London  area.  "We  hope," 
said  Mr  Brookwick,  "to  stimulate  interest 
in  the  chemist's  locale  and  to  further  parti- 
icipation  between  cosmetic  houses  and 
jpotential  outlets".  He  went  on :  "Sp:ctators 
will  be  welcome  and  would  probably  be 
icharged  a  small  fee  which  would  then  be 
idonated  to  a  charity  for  the  blind.  We  don't 
jintend  to  limit  participation  to  our  distni- 
jbutors  only". 

Those  interested  (and  fit  enough)  please 
contact  Mr  Brookwick  at  the  above  address. 

Echoes  from  the  past 

Spring  cleaning,  though  hardly  his  idea  of 
bliss,  says  one  of  our  correspondents,  is 
often  well  worth  while  in  re-discovering 
forgotten  treasures.  He  writes:  This  year 
my  prize  goes  to  a  first  edition  of  "Chernisits' 
Windows"  (C&D  1915)  with  its  stable  com- 


panion, the  reprinted  "Art  of  Dispensing". 

What  a  year  that  was!  My  fourth  year  of 
apprenticeship — when  I  knew  more  about 
pharmacy  than  ever,  before  or  since.  There 
was  a  war  on,  but  it  had  not  affected  me 
personally  as  yet,  and  I  was  not  worrying 
one  jot  about  the  coming  revolution  which 
was  going  to  turn  the  trade  upside  down. 

Allowing  for  everything,  I  found  the  re- 
reading full  of  interest,  with  sound  common 
sense  on  every  page,  though  it  left  me  with 
no  great  desire  to  put  the  clock  back. 
Throughout,  there  is  an  insistence  on  busi- 
ness, pure  and  simple.  "A  display  without  a 
price  ticket  loses  half  its  value"  for  instance. 
The  hints  on  attracting  attention  stimulate 
thought,  if  not  imitation — eg  the  two  live 
rabbits  on  a  window  floor  covered  with 
rough  turf.  Who  could  pass  such  a  show 
without  looking  in? 

As  to  the  "Art  of  Dispensing"  it  was  the 
ideal  book  for  its  day  and  age.  There  is  an 
admirable  chapter  on  "Tablets,  Lozenges  & 
Pastilles".  It  is  fascinating  to  ponder  what 
might  have  been,  if  the  manufacturing  side 
had  not  adopted  these  with  such  enthusiasm 
and  success.  Every  dispensing  bench  might 
have  had  its  small  tablet  machine  as  a  matter 
of  course — very  suitable  for  small  batches, 
but  .  .  .  ! 


Conference  outings 

The  London  Museum  is  on  the  list  of 
"excursions"  arranged  for  those  attending 
the  British  Pharmaceutical  Conference  in 


September  but  there  is  another  pharma- 
ceutical connection  arising  from  a  new 
exhibition  "London  in  the  Thirties"  which 
has  been  assembled  in  the  museum. 

The  exhibition  is  the  third  in  a  series 
devoted  to  life  in  London  at  different 
periods  of  its  history  and  follows  the 
successful  "Chaucer's'  England". 

The  settings  will  remind  many  of  a 
restless  period  in  history  and  a  number  of 
items  are  shown,  some  of  which  have  been 
replaced  by  modern  counterparts. 

The  Pharmaceutical  Society  of  Great 
Britain  has  contributed  a  small  group  of 
items  in  a  display  dealing  with  health, 
whilst  the  Boots  organisation  has  loaned  a 
number  of  cosmetic  preparations.  Pharma- 
cists who  qualified  after  a  period  of 
apprenticeship  will  remember  a  number 
of  proprietary  preparations  that  are  on 
show. 

It  is  interesting  to  see  an  Ostermilk 
book  issued  in  the  1930's  and  a  prepara- 
tion labelled  "Boots  Carminative  Stimu- 
lating Draught". 

However,  these  items  and  a  group  of 
Boots  cosmetics  form  but  a  small  part  of 
fehe  exhibition  which  is  bound  to  create 
nostalgia  among  those  who  can  remem- 
ber that  period. 

Elsewhere  in  the  museum  are  to  be 
seen  a  small  collection  of  old  bottles  and 
some  drug  jars  but  the  panorama  of  the 
Great  Fire  of  London  "blazing  away"  still 
attracts  the  young  as  well  as  the  not  so 
young. 
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Pharmaceutical  Society  of  Ireland 


Council  sets  out  reasons 
for  opposition 
to  'IMP'  labelling 


A  letter  stating  that  there  was  pressure  by 
the  medical  profession  to  use  nomen  pro- 
prium  on  all  prescriptions  so  that  drug 
names  would  be  put  on  labels  was  read  by 
the  registrar,  Mr  J.  G.  Coleman,  at  the 
monthly  meeting  of  the  Council  of  the 
Pharmaceutical  Society  of  Ireland  in 
Dublin  on  April  12.  Dr  Mulcahy  said  in 
the  letter  that  he  was  interested  in  the 
attitude  of  pharmacists  to  the  use  of  the 
initials  "NP"  and  any  objection  they  had 
to  their  use. 

The  registrar  stated  that  Mr  Power  had 
replied  pointing  out  that  it  had  been  re- 
garded by  pharmacists  that  it  was  the 
presenter's  responsibility  to  decide  when 
a  medicine  should  be  labelled  with  the 
name  of  the  drug.  "I  think  it  is  mainly 
for  consultants  who  are  pressing  for  a 
reversal  of  the  accepted  practice  by  insist- 
ing that  all  medicines  should  be  labelled 
NP  unless  the  doctor  indicates  on  the  pres- 
cription that  he  does  not  wish  to  have  the 
name  disclosed." 

Reservations 

Mr  Power  pointed  out  that  many  general 
practitioners  were  strongly  opposed  to  the 
use  of  NP  because  the  patient,  instead  of 
returning  for  a  consultation,  went  to  a 
pharmacy  and  asked  for  the  preparation  by 
name.  Labelling  a  prescribed  medicine  with 
the  name  of  the  drug  has  advantages,  eg 
speed  of  identification  in  the  event  of 
poisoning.  Nevertheless  pharmacists  have 
some  reservations : 

□  the  prescriber  may  wish  that  the  patient 
should  not  know  what  is  being  prescribed, 
especially  if  it  is  a  placebo; 

□  pharmacists  are  pestered  by  patients 
demanding  controlled  drugs  prescribed  for 
themselves  or  for  relatives — they  get  tired 
of  telling  patients  that  they  must  consult  a 
doctor  if  they  want  a  preparation  available 
only  on  prescription; 

□  pharmacists  find  it  hard  to  understand 
why  an  established  system  is  considered 
insufficient — a  doctor  has  only  to  print  NP 
on  his  prescription  forms  to  avoid  the 
possibility  of  overlooking  the  directive.  He 
added  that  the  pharmacists  were  reluctant 
to  change  over  because  they  knew  such 
a  change  would  result  in  a  period  of  un- 
certainty. 

The  Council  meeting  was  held  on  a  Thurs- 
day for  the  first  time  as  an  experiment 
and  it  was  decided  in  future  to  hold 
monthly  meetings  on  the  Thursday  follow- 
ing the  second  Tuesday  of  each  month. 

The  registrar  announced  that  because 
of  the  great  interest  aroused  by  the  1973 
Pharmacy  Congress  the  local  committee 
had  decided  to  transfer  the  location  from 
Lahinch  to  Ennis.  co  Clare  where  more 


hotel  accommodation  was  available.  The 
Committee  hoped  to  publish  the  Congress 
programme  in  May. 

Mr  Burrell  reported  that  the  Society's 
finances  were  still  in  a  serious  position,  and 
the  president  said  that  some  pharmacists 
had  not  yet  paid  their  retention  and 
membership  fees. 

It  was  agreed  to  institute  proceedings 
against  a  number  of  people  for  breaches 
of  the  Pharmacy  and  Poisons  Regulations. 

General  satisfaction  was  expressed  when 
a  letter  was  read  by  the  registrar  from  the 
Department  of  Education  stating  that  the 
former  Minister,  Mr  Faulkner,  had  agreed 
under  the  Higher  Education  Authority  Act, 
1971,  to  designate  the  College  of  Pharmacy 
and  the  Royal  College  of  Surgeons  of 
Ireland  as  Institutions  of  Higher  Education, 
with  effect  from  April  1.  The  president 
said  it  was  most  gratifying  to  learn  that 
the  College  was  now  designated  an  Institute 
of  Higher  Education.  The  praotical  effect 
was  that  the  College  of  Pharmacy  would 
in  future  be  under  the  aegis  of  the  Higher 
Education  Authority  and  not  the  respon- 
sibility of  the  Department  of  Education. 

Expressing  pleasure  at  the  announcement, 
Mr  O'Donnell  complimented  the  academic 
staff  of  the  College  and  previous  Councils 
for  their  far-sighted  policy.  As  a  result  of 
years  of  forward  thinking  they  had  now 
arrived  at  this  satisfactory  situation. 

When  Mr  T.  McGuinn  asked  if  the  new 
status  would  mean  that  they  would  be 
able  to  get  money  more  readily  to  finance 
the  College's  activities,  the  treasurer,  Mr 
J.  E.  Burrell,  said  they  would  be  getting 
the  College  grant  from  the  Higher  Educa- 
tion Authority  rather  than  the  Department 
of  Education. 

Arising  out  of  the  School's  Committee 
Report.  Dr  W.  E.  Boles  referred  to  the 
recent  announcement  by  the  Minister  for 
Education  that  Irish  was  no  longer  an 
obligatory  subject  for  securing  the  leaving 
certificate  and  asked  if  this  would  affect 
the  Assistants'  course. 

The  president  stated  that  as  far  as  the 
degree  course  was  concerned  the  matter 
was  one  for  the  Senate  of  the  National 
University  of  Ireland  to  decide  since  phar- 
macy students  were  associated  with  the 
Faculty  of  Science  in  UCD.  However,  he 
thought  it  would  be  better  to  await  further 
developments. 

After-hours  service 

A  letter  was  read  from  the  Irish  Tourist 
Board  requesting  the  names  of  pharmacists 
in  the  Dublin  area  who  operated  a  24-hour 
service.  Mr  Walsh  said  that  such  a  service 
would  be  essential  under  EEC  conditions. 
The  president  agreed  such  a  service  was 
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desirable  and  while  in  the  provinces  it  wa. 
relatively  easy  for  pharmacists  to  come  tcl 
a  local  arrangement  it  was  more  difficulT 
in  cities,  but  some  arrangement  would  have 
to  be  made  to  ensure  a  proper  rota  system! 

It  was  agreed  to  furnish  the  board  witn 
a  list  of  pharmacists  in  Dublin  city  anc 
county  who  were  available  to  provid<| 
services  after  normal  business  hours. 

A  recommendation  was  considered  fromj 
the  Practice  of  Pharmacy  Committee  tha 
the  Council  should  appoint  an  EEC  com 
mittee  consisting  of  four  members  fron 
the  joint  community  pharmacy  EEC 
committee  as  well  as  three  additiona 
Council  members,  who  would  co-operate 
with  the  other  groups  on  the  joint  Com 
mittee. 

Mr  W.  E.  Butler  said  the  three  groups 
on  the  Co-ordinating  Committee — industry 
hospital  and  community  pharmacists- 
were  working  together  very  well.  It  was 
not  necessary  to  alter  that  committee,  bul 
it  was  suggested  that  the  Council  members  I 
on  the  community  pharmacy  section  should 
join  with  three  other  Council  members  to 
form  a  Council  committee  whereby  an 
interchange  of  information  could  be 
effected. 

The  registrar  recalled  that  the  Council 
had  nominated  four  people  to  a  joint  com 
mittee — Messrs  Power.  Miller,  Corriganl 
and  himself.  The  IDA  had  also  nominated 
four  representatives  to  attend  meetings  of 
the  groupement  and  report  back  to  the 
Council  and  the  IDA  respectively. 

Mr  Coleman  also  reported  that  the 
Practice  of  Pharmacy  Committee  had  alsoL 
recommended  that  there  should  be  no 
objection  in  principle  to  the  provision  of  a 
post-registration  course  for  pharmaceutical 
assistants.  It  was  recommended  that  dis- 
cussions be  held  between  the  academic 
staff  and  the  Post-graduate  Education  Com- 
mittee to  devise  a  suitable  syllabus. 

The  registrar  reported  on  the  deaths  of 
William  A.  Fielding,  MPSI,  Assistant. 
Bernard  J.  McGarry,  LPSI  and  Stephen 
NcNamara,  MPSI,  Assistant. 

Register  changes 

Mrs  Mary  Patterson  (nee  O'Toole), 
Assistant,  and  Mrs  Catherine  A.  Sweeney 
(nee  Gallagher),  Assistant,  were  granted 
changes  of  names  in  the  Register.  Mrs 
Seosaimhim  de  Paor  (nee  Talbot),  Assistant, 
was  restored  to  the  Register.  Theresa 
Ferris,  Thomas  Geoghegan.  Thomas  Kelly. 
Sheila  Kieran,  Joan  McMahon  and  Mary 
O'Leary  were  elected  as  members. 

Nominated  for  membership  were  Michael 
G.  Connolly.  58.  Upper  Main  Street,  Caven; 
Miss  Veronica  Greig.  76,  Balfour  Road. 
Roundebosch.  Capetown,  Cape,  and  Miss 
Ellen  S.  Molony,  27,  Wellington  Place, 
Dublin,  4. 

The  following  changes  of  address  were 
noted.  Mrs  Attracta  Kelly  LPSI  to  83 
Fairways,  Rathfarnham.  Dublin  14;  Mr 
W.  J.  Fegan  LPSI  to  25  Southfield  Walk, 
Leigh  Park.  Portsmouth;  Mr  W.  J.  Magee, 
LPSI  to  317  Roselawn.  Castleknock.  co 
Dublin:  Mr  R.  J.  Pattison.  MPSI  to  c/o 
Manley's  Pharmacy,  Ballybay,  co 
Monaghan;  Mrs  Mary  A.  Halliday.  (nee 
Conway)  Assistant  to  The  Manse.  The 
Crescent.  Dundalk;  Mrs  Josephine  M. 
Fitzgerald,  (nee  Noon  an)  Assistant  to  30 
Sonesta,  off  Yellow  Walls  Road,  Malahide, 
co  Dublin;  Mrs  M.  J.  Ridd,  Assistant  to 
28  Waterloo  Road,  Ballsbridge,  Dublin  4. 
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The  touch  of 

REAL 
Beauty 


Velouty 

POWDER    CREAM  V^T 


In  shades  of  Ivory,  Natural,  Ochre,  Peach.  ' 
Sungold,  Apricot,  Rachel. 

VAT  Recommended  Retail  Prices: 
TUBES  No.  2     11p  each  (Trade     79p  doz.) 
TUBES  No.  3     19p  each  (Trade  £1.30  doz.) 
PLASTIC  JARS  32p  each  (Trade  £2.36  doz.) 


The  ALL-IN-ONE 
Make  up. 

A  complete 
modern  beauty 
treatment. 

FROM  YOUR  USUAL  WHOLESALER 
OR  DIRECT  FROM 

DIXOR  LTD. 

ST.  LEONARD'S  RD.  MORTLAKE  SW14 


MANCHESTERS  BIGGEST  TRADE  WAREHOUSE 


l-Vl 


4  ROCHDALE  RD. MANCHESTER  4 

nOCU  SUNDAY  9am 'til  2pm  LATE  NIGHT  THURSDAY 'til  8pm 
Urtn  DAILY  9am'til  6pm     CLOSED  SATURDAYS 


CMS 000  OF  ELECTRONIC 
ADDING  MACHINES  CALCULATORS 
AND  CASH  REGISTERS 

All  HIGH  QUALITY  BRAND  HEW  &  FUUY  GUARANTEED' 


VICTOR  CASH  REGISTER 

Tlie  measurements  of  this  cash  register:  10%"  high,  1 2 
wide  by  15V' deep.  The  featuresof  this  machine  are: 
Registers  £999  99;  its  total  capacity  for  use  as  an  adding 
machine  totals  to  £9,999.99.  Four  designation  keys  pro- 
vide department  or  clerk  identification,  charge  received  on 
account  and  paid  outs  may  be  identified  by  use  of  'Z ' 
symbol,  cash  sales  accumulate  in  locked-in  cash  register 
total  for  the  day,  ensuring  strict  accounting  for  all  money 
received  from  cash  sales.  This  machine  is  not  operative  for 
security  reasons  unless  identification 

button  is  pressed.  The  detail  tape  Normal  voltage^tandafd 
which  is  completely  enclosed  by  •.  print-out  roll. 

hinged  cover  to  ensure  locked  in 
protection  of  daily  business 
records 

After  intensive  research  we 
have  assessed  the  retail  value 
in  excess  of  £  140.00. 


It 


WE  ARE  NOW  ABLE  TO  OFFER  THESE  STOCKS 
DIRECT  TO  THE  TRADE  DUE  TO  THE 

LIQUIDATION  OF  THE  DISTRIBUTION  FIRM  OF 
THIS  FAMOUS  AMERICAN  MACHINE  COMPANY 


CHEQUE orPOSTAL 
ORDERwithORDER 


SAVE  EM 


BARONS  TRADE  WAREHOUSE  ™™f 

CALLERS 

4  Rochdale  Road  Manchester  4  welcome 


With  12  months  guarantee1 

No  postage  required' 


VICTOR.  CUSTOM  75 
ELECTRIC  MODEL  CALCULATOR 

Trie  featuresof  this  machine  include:  Standard  size  print 
out  roll;  Multiplication;  Addition;  Subtraction;  Sub  and 
Grand  Totals;  Electrified  Total  Transfer  which  automa- 
tically reprints  the  answer  to  any  multiplication, 
addition  or  subtraction  problem.  Tiie  Rec.  Retail 
Value  of  this  machine  was  £  J  25.00 
OUR  SPECIAL  OFFER  -  ONLY 


This  same  machine 
with  a  division 
facility  -  Only 


THIS  MACHINE  CARRIL'S  THE  VICTOR  MANUFACTURERS 
FULL  GUARANTEE! 


SAVE  £20 


05 


VICTOR  TALLYMASTER 

ELECTRIC    ADDING  MACHINE 

This  totals  up  to  £1,000,000  less  lp  and  is  a  compact 
machine.  Size:  13"x  6W'x  6'A".  It  has  a  retractable  carrying 
handle  and  the  case  is  built  from  a  high  impact  material. 
The  features  of  this  machine  are:  Adds,  subtracts  subtotals-' 
and  grand  totalSfelectronically  and  prints  out  on  detailed 
foil  which  'cafCBe  used  as  a  cash  register 

Recommended  retail  value  of  this  machine  is  in 
excess  of  £40.00.  OUR  SALE  PRJCE  OFFER 
which  includes  a  full  12  months  Guarantee  is 


s19 


No  postage 
required! 
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Members  of  the 

CHEMISTS'  SICKNESS 
&  PROVIDENTSOCIETY 

. .  .  have  made  certain  of  a  regular  non- 
cancellable  income  during  sickness  or 
after  an  accident 
and 

.  .  .  at  the  same  time  are  building  up 
personal  savings  accounts 
which 

.  .  .  earn  interest  at  6£%,  compounded 
annually 

.  .  .  also  they  have  a  right  to  participate  in 
the  Society's  Additional  Benefits  Scheme 

which  "tops-up"  their  sick  pay  to  make  it 
adequate  to  meet  high  present  day  costs 
of  employing  a  locum 


These  are  really  worthwhile  benefits 


send  off  this  coupon  now  for 
further  information 


To:  The  Secretary 

Chemists'  Sickness  &  Provident  Society 
321  Chase  Road 
London  N14  6JN 

Yes,  I'd  like  to  know  more  about  the  Society  and 
the  benefits  it  can  offer  me.  Please  send  me  your 
free  booklet  (without  otoilgation,  of  course).  I  am 
between  the  ages  of  16  and  54  (incl.). 

Name   

(Mr.  Mrs.  Miss) 


Address 


Three  well- proven  products: 


1)  Quinoderm  Hydrocortisone  Cream  (on  prescription  only)  is  for 
Acne  Vulgaris  and  Rocasea,  effective  in  both,  and  an  ideal 
medicament  for  the  commencement  of  treatment. 

2)  Quinoderm  Cream  again  for  the  treatment  of  Acne,  either  as  a 
follow-on  to  the  Quinoderm  Hydrocortisone  Cream  or  on  its 
own  —  this  incidentally  is  also  a  very  good  O.T.C.  line  at  24p 
retail. 

3)  Ceanel  Concentrate.  Decapitation  need  not  be  the  only  cure  for 
dandruff  (Seborrhoeic  Dermatitis).  Ceanel  is  certainly  a  safe 
reliable  alternative.  Recommended  also  for  Psoriasis  of  the  Scalp. 

The  Quinoderm  Company 
Oldham,  England. 


THOVALINE 

the  quality 
nappy  rasn 

cream 


Thovalin 


Thovaline  is  selling  more  and 
more  each  day  as  mothers 
discover  that  Thovaline  is 
on  their  chemists'  shelves. 

Order  the  Thovaline  retail 
pack  from  your  usual 
wholesaler  or  from 


ILON  LABORATORIES  (Hamilton)  Ltd, 
Lome  Street.  Hamilton,  Scotland. 
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loss'  on  UK  business  if 
report  implemented-Roche 


The  detailed  reply  by  Roche  Products  Ltd 
to  the  charges  of  receiving  high  profits 
from  the  sale  of  Librium  and  Valium  to 
the  NHS  contained  in  the  Monopolies 
Commission  report  (see  last  week's  issue, 
p507)  was  given  dn  advertisements  in  the 
national  Press  on  Wednesday. 
These  advertisements  claimed: 

□  The  prices  of  both  Librium  and  Valium 
are  now  considerably  reduced  as  a  result 
of  the  Government  Order.  This  clearly  has 
the  outcome  that  the  prices  of  these  "parti- 
cularly valuable  drugs"  will  be  very  much 
lower  than  other  comparable  drugs,  and 
also  considerably  below  the  prices  ruling 
in  any  other  comparable  market,  including 
Italy  where  patents  do  not  exist.  Roche 
assumes  that  the  Department  of  Health 
and  Social  Security  (DHSS)  will  now  urge 
doctors  to  prescribe  these  drugs  at  these 
prices  instead  of  others  in  the  same  thera- 
peutic field,  by  the  various  means  at  their 
disposal  and  which  they  currently  use. 

□  Roche,  in  fact,  has  used  a  very  large 
part  of  their  after  tax  profit  from  these 
two  drugs  to  expand  its  research  at  a  rate 
greater  than  any  other  major  research- 
based  drug  firm.  During  the  last  three  or 
four  years  this  rate  of  expansion  has  been, 
as  the  Report  stated,  between  25  per  cent 
and  30  per  cent  per  annum.  The  result  is 
that  Roche  is  now  spending  considerably 
more  on  research  than  any  other  drug  firm 
in  the  world. 

It  is  widely  accepted  that  the  basic  risk 
in  such  research  is  that,  no  matter  what  is 
spent,  a  new  remunerative  break-through 
may  not  result.  This  is  essentially  the  case 
of  the  Concorde.  The  Monopolies  Com- 
mission's recommendation  against  the 
proposed  Glaxo-Beecham's  merger  made 
much  of  this  risk  in  the  drug  business. 


There  should  also  be  an  acceptance  that 
either  embarking  upon  pharmaceutical 
research  or  expanding  it,  both  of  which 
involve  heavy  investments,  cannot  take 
place  except  out  of  resources  which  can 
only  be  previously  earned  and  taxed 
profits. 

□  If  Roche  had  foreseen  that  this  proposi- 
tion would  be  accepted  it  probably  would 
not  have  expanded,  for  example,  its  re- 
search facilities  in  the  UK  with  an  invest- 
ment exceeding  £2  million. 

□  The  imposed  reductions  of  the  1970 
prices  are  60  per  cent  in  the  case  of  Librium 
and  75  per  cent  in  the  case  of  Valium.  As 
the  Report  states,  the  sales  of  these  drugs 
have  represented  the  major  part  of  the 
Roche  turnover. 

The  future  profits  of  Roche  will,  there- 
fore, inevitably  be  also  drastically  cur- 
tailed. That,  indeed,  is  the  declared  inten- 
tion of  these  imposed  prices.  In  fact,  Roche 
is  certain  that  these  prices  will  no  longer 
permit  its  business  in  the  United  Kingdom 
to  contribute  its  fair  share  to  the  Group's 
research  costs.  The  business  in  the  UK  will 
accordingly  show  a  loss  if  that  fair  share 
is  first  deducted.  There  will,  consequently, 
be  no  earning  on  the  capital  employed 
either  in  the  UK  or  in  the  Group  research 
and  other  facilities  elsewhere. 

In  arriving  at  this  conclusion  Roche  has 
ignored  the  continuing  inflation.  It  has 
also  ignored  the  heavy  costs  which  have, 
so  far,  been  incurred  in  bringing  the  £10 
million  expansion  of  its  vitamin  plant  in 
Scotland  into  production.  This  production 
will  now  be  sold  almost  entirely  in  export 
markets.  This  reinvestment  of  a  substantial 
part  of  the  Group's  earnings  in  the  UK 
during  recent  years  will  directly  help  the 
UK  balance  of  payments. 


Supplementary  Approved  Names  List 


The  following  supplementary  list  of  ap- 
proved names  has  been  published  by  the 
Medicines  Commission. 

Caproxamine  (EV3'-Amino-4'-methylhexanophenone- 
C-(2-aminoethyl)oxime  (DU  22550  fa  the  sulphate: 
antidepressant) 

Carferillin  6-(a-Phenoxycarbonylphenylacetamido)- 
penicillanic  acid  (BRL  3475  is  the  sodium  salt; 
antibiotic) 

Cephazolm  3-[(5-Methyl-l,  3,  4-thiadiazol-2-yl>- 
tiuomeithyl]-7-(tetrazol-l-ylacetamido)-3-cephein-4- 
cirboxylic  acid  (46083  and  SK&F  41558  are  the 
sodium  salt;  antibiotic) 

Clogestone  6-Chlorc-3/i,  17-dihydroxypregna-4. 
6-diene-20-one  (AY  11440  is  the  3,  17-diacetate; 
progestational  steroid) 

Diflncortolone  6a,  9-Difluoro-ll/3,  21-dihydroxy- 
16«-methylpreigna-l,  4-diene-3,  20-dione 
(glucocorticoid) 

Etamiphylline  7-(2-Diethylarninoethyl)theophylline 
(Millophylline  is  the  camsylate;  smooth  muscle 
relaxant) 

Fenclofenac  2-(2,4-Dichlorophenoxy)phenylacetic  acid 
(RX  67408;  anti-inflammatory) 
Feotsorei  (+)-cis-7-nuOTC»l-phenylisochroman- 
3-ylmethylamine  (anorectic) 

Flucytosine  4-Arnmo-5-fluoro,l,2-dihydropyrimidin- 


2-one  (5-Fluorocytosine;  Ro  02-9915;  Alcobon; 
antifungal) 

Hexaprofen  2-(4-CycIohexylphenyl)propionic  acid 
(BTS  13622;  anti-inflammatory,  antipyretic,  analgesic) 
Iocarmic  Acid  5,5'-(Adipcvldiamino)bis-(2,4,6-tri- 
iodo-N-mothylisophthalamic  acid)  (Dimer  X  is  a 
sterile  solution  of  the  meglumine  salt;  radio-opaque 
substance) 

Ketoprofen  2-(3-Benzoylphenyl)propionic  acid 

(19583  RP;  Orudis;  anti-inflammatory) 

Perhexiline  2-(2,2-Dicyclohexylethyl)  piperidine  (WSM 

3978G  and  Pexid  are  the  hydrogen  maleate; 

treatment  of  angina  pectoris) 

Polyglaetin  Lactic  acid  polyester  with  glycolic  acid 

(synthetic  absorbable  suture) 

Polyglycolic  Acid  Poly(oxycarbonylmethylene)  (PGA; 

Dexon;  synthetic  absorbable  suture) 

Tretinoin  3,7-Dimethyl-9-<2,6,6-trim©thyl-cyclohex- 

l-enyllnona-2,4,6,8nall-trans-teitraenoic  acid  (All-trans- 

retinoic  acid;  Retin-A:  dermatitic) 

Viloxazine  2-(2-Ethoxyphenoxymethyl)tetrahydro-l . 

4-oxazine  GO  58,834;  treatment  of  mental  disease) 

Copies  of  the  Supplementary  List  may  be 
obtained  from  the  Secretary,  British  Phar- 
macopoeia Commission,  8  Bulstrode  Street, 
London  WIM  5FT. 


Special  arrangement? 

Pharmacists  may  not  yet  be  aware  of  the 
collusion  which  would  seem  to  exist  be- 
tween Elizabeth  Arden  Ltd  and  Boots  Ltd. 
Let  my  recent  experiences  alert  them. 

In  January  1971  I  applied  for  the  Arden 
agency  offering  all  the  expected  facilities. 
I  was  fobbed  off  and  finally  told  no. 

In  June  1972  I  again  applied  in  writing, 
supplying  trade  figures,  which  I  now 
regret,  and  received  a  reply  in  writing  on 
August  4,  saying  that  the  area  manager 
would  call  on  me. 

She  duly  arrived  in  November  and  was 
favourably  impressed  with  the  shop  and 
said  that  she  would  recommend  us.  but 
that  it  was  up  to  the  head  office  to  give 
the  final  decision. 

Again  I  heard  nothing,  but  meanwhile 
I  heard  that  Boots,  our  competitors,  were 
to  move  to  larger  premises. 

Scenting  a  rat,  I  wrote  once  more  to 
Arden  demanding  a  decision.  After  some 
delay  I  finally  was  phoned  by  the  area 
manager  who  said  that  Arden  had  decided 
not  to  open  more  agencies  in  Lincolnshire. 
I  now  hear  this  week  that  Boots  have  in 
fact  been  given  the  Arden  agency.  Has  this 
branch  been  trying  for  the  agency  for  over 
two  years  as  I  have? 

The  only  conclusion  one  can  draw  is 
that  Arden  (and  therefore  Eli  Lilly  all  you 
penicillin  users)  are  very  pro-Boots,  or  that 
Boots  are  using  their  economic  strength 
to  exert  pressure  on  Arden  claiming 
agencies  where  they  want  them,  and  keep- 
ing possible  future  ones  held  in  abeyance. 

I  finally  rang  Arden  for  their  comments, 
and  was  promised  a  phone  call  from  the 
national  sales  manager.  To  date  I  have 
not  received  one;  I  am  obviously  an 
embarrassment.  D.  Ross 

Bourne,  Lines. 


This  label  canghelp  you 
solve  your  problems 

OLNEY  BROS  shopfitters  offer  you  a 
complete  service  from  start  to  finish. 
Beautifully  fitted  interiors  using 
system  80.  Stylish  shopfronts, small 
building  works,  lighting,  heating, even 
flooring  and  suspended  ceilings. Yes 
EVERY  ASPECT  OF  SHOPFITTING 

For  details  of  services  or  just  for 
ideas  send  to.   OLNEY  BROS  LTD. 
jado  house,  northbridge  road, 
berkhamsted.herts      ®  5417-9 


name  

address 
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A  Staffordshire 
pharmacy 

MODERN  SERVICE  IN  AN  OLD  SETTING 


Charrington's  Pharmacy  in  Market  Street, 
Lichfield,  Staffs,  presents  a  strong  con- 
trast of  a  modern  business  projected  via 
an  "olde  worlde"  atmosphere  that  must 
be  rare  among  pharmacies  in  Britain. 

The  present  owners,  Mr  R.  H.  J. 
Edyvean,  MPS  and  his  wife  who  is  also 
a  pharmacist,  acquired  the  business  in 
1945. 

From  an  examination  of  the  cellar  walls 
where  the  mark  of  the  stonemason  who 
laid  the  foundations  is  just  visible,  Mr 
Edyvean  concludes  that  the  premises  were 
probably  erected  pre- 1730  but  the  phar- 
macy appears  to  have  begun  in  1769 
putting  it  among  the  oldest-established  in 
the  country. 

Although  there  are  no  documents  avail- 
able to  prove  it,  it  is  likely  that  one  of 


the  illustrious  customers  was  Dr  Samuel 
Johnson  who  had  a  residence  in  the  same 
street. 

The  pharmacy's  facade  is  a  classic 
example  of  the  fine  Georgian  architecture 
that  once  dominated  the  ancient  city  of 
Lichfield. 

A  lantern  over  the  door  is  a  later  addi- 
tion, probably  installed  at  the  time  when 
gas  was  introduced  into  the  city.  A  link 
with  those  years  is  provided  indoors  in 
the  form  of  a  small  exhibition  which  the 
Edyveans  have  arranged  of  the  old  "tools 
of  the  profession"  including  a  plaster  iron 
reputedly  150  years  old. 

Utilising  previous  living  accommodation, 
extensive  alterations  were  carried  out 
some  years  ago  to  increase  the  area  of 
the  dispensary  and  to  provide  a  staff  room 


for  the  pharmacy's  eight  assistants.  Th<| 
photographic  department  is  now  at  thel 
end  of  the  shop  where  once  was  locatecl 
the  kitchen:  the  site  of  the  original  fire| 
grate  can  still  be  seen. 


Coming  events 


Monday,  April  30 

Royal  Society  of  Health  Congress  and  Exhibition, 

Devonshire  Park,  Eastbourne.  Until  May  4. 
May  3  at  2.30  pm,  paper  on  "Excessive 
prescribing  and  its  social  consequences". 
Plymouth  Branch.  National  Pharmaceutical 
Union,  Tamar  Hotel,  Crownhill,  Plymouth,  at 
8  pm.  Annual  meeting. 

Thursday,  May  3 

Industrial  Pharmacists'  Group,  Pharmaceutical 
Society,  17  Bloomsbury  Square,  London  WC1,  at 
7  pm.  Discussion  on  " Pre-registration 
experience". 

Friday,  May  4 

Nottingham  Branch,  Pharmaceutical  Society, 

Postgraduate  medical  centre,  City  Hospital, 
Nottingham,  at  7.30  pm.  Annual  meeting. 
Merseyside  Branch,  National  Association  ot 
Women  Pharmacists,  School  of  Pharmacy, 
Liverpool  Polytechnic,  Byrom  Street,  Liverpool, 
at  7.30  pm.  Annual  meeting. 

Sunday,  May  6 

Midland  Area,  National  Pharmaceutical  Union, 

Chateau  Impney  Hotel,  Droitwich  Spa,  Worcester- 
shire, at  2.30  pm.  Mr  K.  R.  Rutter  (past  chairman, 
NPU  Executive)  on  "European  pharmacy"  and 
Mr  A.  G.  Trotman  (managing  director  NPU 
Marketing)  on  "Professionalism-trading- 
management.  Is  there  a  conflict?" 


Methanol 


Also  to  AR  specification. 


pellets  §  MOUTH  ULCERS 

VITABIOTICS   LTD.,    (Incorporating  Antibiotics  and   Vitamins  Ltd.), 
1,    Beresford    Avenue,    Wembley,    Middx.    01-903  5541. 


James  Burrough  Limited 

Fine  Alcohols  Division  60  Montford  Place  London  SE11 

Tel:  01-735  8131 
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Vlarket 
NJews 

HOLIDAY  SLOWS  TRADE 

London,  April  25:  Trading  in  all  sectors 
of  the  market  was  severely  restricted 
during  the  week  because  of  the  Easter 
Holiday.  Most  prices  were  repeated  where 
business  was  done.  There  were  how- 
ever a  number  of  changes  among  essen- 
tial oils.  They  included  higher  rates  for 
spot  Chinese  spearmint,  Mysore  sandal- 
wood and  lower  Ceylon  citronella  and 
petitgrain.  The  only  eucalyptus  on  offer 
was  Chinese  natural  at  a  much-advanced 
level  of  £1-15  kg  cif.  Chinese  menthol  on 
the  spot  was  up  by  £0-10  kg. 

Kenya's  pyrethrum  crop  in  the  year 
ended  September  30,  1972,  rose  by  48 
per  cent  over  the  figure  for  the  previous 
year.  More  than  14,000  metric  tons  of 
dried  flowers  were  delivered  and  an 
improvement  in  the  average  pyrethrins 
content  to  1-34  per  cent  was  recorded. 
Output  was  the  highest  recorded  in  the 
country's  history  of  this  industry  and 
marked  the  success  of  an  extensive  crop 
expansion  programme  begun  in  1969. 

Pharmaceutical  chemica's 

Acetic  acid:  12-ton  lots,  delivered,  per  metric  ton, 
BPC  glacial  £94;  99  5  per  cent  technical  £87;  80 
per  cent  grades  pure  £82'50;  technical  £75. 
Aloin:  50-kg  lots  £9  kg. 
Aminacrine  hydrochloride:  £33  50  kg. 


Benzoic  acid:  One-metric  ton  lots  £30  42  kg. 
Borax:  BP  grades,  per  metric  ton,  in  paper  bags 
delivered — granular  £112;   crystals  £154;  powder 
£122;  extra  fine  powder  £126.  Technical  grades 
less  £24  per  ton. 

Boric  acid:  BP  grade  per  metric  ton;  granular 
£110;  crystals  £154;'  powder  £122;  extra-fine 
powder  £126  in  paper  bags,  carriage  paid.  Techni- 
cal is  £24  per  1,000  kg  less  than  BP  grades. 
Citric  acid:  BP  granular  hydrous  per  metric  ton 
50-kg  lots,  £337;  250-kg  £325;  1,000-kg  £313. 
Anhydrous  £385,  £346,  £334  respectively.  Premium 
for  powder  £10. 

Gallic  acid:  1,000-kg  lots  £168  kg. 
Glucose:  (per  metric  ton  in  10-ton  lots),  mono- 
hydrate  powder  £84;   anhydrous  £165;   liquid  43° 
Baume  £70  (5-drum  lots). 
Lactic  acid:  £570  metric  ton  for  50-kg  lots. 
Methyl  salicylate:   Per  metric  ton   in  5-ton  lots 
£467-50;  17-ton  £472  50;  500-kg  £477-50. 
Oleic  acid:  BP  £206  70  per  metric  ton  delivered. 
Oxalic  acid:  20-ton  lots  about  £145  metric  ton. 
Paraffins:   (minimum  1-ton  lots)   liquid-BP  £0562 
gal;   light  BPC  1963  £0-466;  technical  white  oil 
WA23  £0-422;   WA21   EO'477;   Jelly-soft  white  BP 
£95  ton;  yellow  BP  £85. 
Pyrogallic  acid:  Pure  500-kg  lots  £4  92. 
Salicylic  acid:  Per  metric  ton  5-ton   lots  £445; 
1-ton  £470;  250-kg  £520. 

Sorbitol:  Powder  £356  metric  ton  for  over  250  kg. 
Tannic  acid:  500-kg  fluffy  £140  kg;  powder  £138. 
Tartaric  acid:  (Per  metric  ton)  50-kg  lots  £511-50; 
250-kg  £506;  1-ton  £497  50. 


Essential  oils 

Almond:  Drum  lots  £0  61  kg. 

Anise:  Chinese  spot  £2;  forward  £185  kg,  cif. 

Bergamot:  E9  35-E14  kg  as  to  grade. 

Birch  tar:  Rectified  £2-54  kg. 

Bois  de  rose:  £6  70  kg  spot;  £5  87,  cif. 

Buchu:   English    distilled   £210  kg. 

Cade:  Spanish  £050  kg. 

Cajuput:  £0  84  kg  on  spot. 

Camphor  white:  Spot  £0  50  kg;  £0  39,  cif. 

Cananga:  Java  scarce,  £7-45  kg  spot. 

Caraway:  Imported  £14  kg. 

Cardamom:  English  distilled  £98'85  kg;  Indian  £50. 
Cassia:  Chinese  £2-35  kg  spot. 
Cedarwood:  Moroccan  £160  kg. 
Celery:  English  £25  kg;  Indian  £18. 


Chenopodlum:  BPC  1959  £767  kg. 
Cinnamon:  Ceylon  leaf  £145  kg,  spot;  £140,  cif. 
Seychelles  leaf  rectified  £3,  cif.  Bark,  BP  £220; 
English  distilled  bark  £93. 

Citronella:  Ceylon  spot  not  quoted;  £1-45  kg,  cif. 
Clove:  Madagascar  leaf  £1-70  cif.  English-distilled 
bud  £17-50. 

Cod-liver:  BP  in  45-gal  lots  £2880  naked. 
Coriander:  E810-E9  00  kg  as  to  grade. 
Cubeb:  English,  distilled  £14-00  kg. 
Dill:  £620  kg  spot. 

Eucalyptus:  South  African  £0-81  kg,  cif;  Chinese 

natural  80/85  £V15  kg,  cif. 

Fennel:  Spanish  sweet  £2  09  kg. 

Geranium:  (kg)  Bourbon  £17  50;  Congo  £14. 

Ginger:  English  distilled  E45  kg;  Indian  £23. 

Juniper:  Berry  £3  08  kg;  wood  £0  55. 

Lavandin:  £2  76  kg  spot. 

Lavender:  French  from  £4-75  kg. 

Lavender  spike:  From  £4  25  kg  spot. 

Lemon:  Sicilian  £1170  kg  spot. 

Lemongrass:  £3  00  spot;  £2  60,  cif. 

Lime:  West  Indian  £7  45  kg  spot;  £715,  cif. 

Mandarin:  £5  85  kg  spot. 

Nutmeg;  (per  kg)  English  distilled  from  West 
Indian  £1575;  from  E.  Indian  £13  55.  Imported 
£550. 

Olive:  Spanish  E560-E570  metric  ton,  cif.  Tunisian 

withdrawn.  Spot  £600. 

Orange:  Sweet  £0'46  kg  spot. 

Palmarosa:  £7-20  kg  spot;  £7-00,  cif. 

Patchouli:  Spot  £8  00  kg  spot;  E7-E8,  cif. 

Pennyroyal:  £2  kg,  new  crop. 

Pepper:  English  distilled  ex  black  £35  50  kg. 

Peppermint:    (per    kg)    Arvensis    Chinese,  spot 

£2  75;  forward  not  quoted.  Brazilian  £1-65  spot; 

E1'5(7J,  cif.  American  piperata  from  £6-65,  cif. 

Petitgrain:  £610  kg  spot  and  cif. 

Pimento:  Berry  £5  30  kg;  leaf  £4  60. 

Pine:  (kg)  Pumillonis  £1-75;  sylvestris  £0  51. 

Rosemary:  Spanish  £2  50  kg,  scarce. 

Sage:  Spanish  310  kg. 

Sandalwood:  Mysore  spot  £15  00;  East  Indian  for 
shipment  not  quoted. 
Sassafras:  Spot  £0  54  kg. 

Spearmint:  Chinese  £7.25  spot.  American  £590. 
Thyme:  Red  £5  25  kg. 

The  prices  given  are  those  obtained  by  importers 
or  manufacturers  for  bulk  quantities  and  do  not 
include  value  added  tax. 


The  Triangle  Trust 
helps  people  of  the 
Pharmaceutical  Industry 


The  Triangle  Trust  1949  Fund  is  an  indepen- 
dent charitable  trust  administered  by  a  Board 
of  Trustees.  Its  primary  aim  is  the  relief  of 
hardship  or  distress  in  the  case  of  people  and 
their  dependents  employed,  or  formerly  em- 
ployed in  the  pharmaceutical  industry  in  Great 
Britain  and  the  British  Commonwealth.  Such 
relief  may  include  assistance  with  the  educa- 
tional expenses  of  children. 

The  Trustees  are  also  prepared  to  consider 
applications  for  financial  assistance,  beyond 
the  scope  of  an  employer's  responsibilities, 
with  education  or  training  in  general  or  special 
subjects,  including  music  and  the  arts. 


For  addition://  information,  or  to  apply  for 
assistance,  write  to: 

The  Secretary,  Dept  CD 
The  Triangle  Trust  1949  Fund 
Clarges  House,  6-12,  Clarges  Street 
London  W1Y  8DH 


In  10  minutes  you  can  use  water 
anywhere  in  the  world  -  safely 


PURITABS  are  in  demand  at 
HOLIDAY  TIME!  Regular 
advertising  in  mass  media  will 
ensure  more  demand  than 
ever  before. 

PURITABS  THE  10  MINUTE 

Presentation 
PURITABS  100s 

Trade: 

£2.04  per  doz.  exc.  V.A.T. 
Retail: 

£0.28  each  -  inc.  V.A.T. 
Your  profit  56%  on  net  cost. 
PURITABS-MAXI  50s 

(each  pack  sterilises  at  least 
250  gallons). 
Trade: 

£0.78  each  exc.  V.A.T. 
Retail: 
£1.25  each 
inc.  V.A.T. 
Your  profit 
51%  on  net 
cost. 


Daily  Express,  Observer,  The  Sun, 
Reveille,  News  of  the  World, 
Readers  Digest,  Camping  and 
Caravanning  etc. 

WATER  STERILISING  TABLET 


!ITA» 


DESCENT  WA 
'SIFYING  TABLETS 


BONUS  OFFER 

for  limited  period.  13  (thirteen) 
invoiced  as  12  (twelve)  for  both 
PURITABS  &  PURITABS-MAXI 


Orders  through  your 
KIR  BY  representative  or 
direct  from:  — 
H.  &  T.  KIRBY  &  Co.Ltd. 
Mildenhall,  Suffolk. 
Telephone:—  Mildenhall 
713227  (STD:  0638) 
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Hospital  appointments      Situations  vacant 


READING  AND  DISTRICT 
HOSPITAL  MANAGEMENT 
COMMITTEE 

PHARMACY  TECHNICIAN  (£1,041- 
£1,425)  for  posts  in  new  Phar- 
macies offering  wide  experience 
in  all  sections  of  the  departments 
including  Sterile  Products 
Department  and  Quality  Control 
Laboratory.  Accommodation  avail- 
able. 

SENIOR  PHARMACIST  &  PHAR- 
MACIST for  posts  in  new 
pharmacies  serving  mixed  group 
of  15  hospitals.  Experience  in 
Ward  Pharmacy  Service.  Sterile 
Products  Dept.  and  Quality 
Control  Laboratory.  Accommo- 
dation available. 
Further  details  from  Mr.  E.  A. 
Burton,  Group  Pharmacist,  Royal 
Berkshire  Hospital,  Reading.  Tel: 
Reading  85111,  Ext.  448  to  whom 
applications    should    be  sent. 


High  Wycombe  &  District  HMC 

AMERSHAM  GENERAL 
HOSPITAL,  AMERSHAM,  BUCKS 

FULLTIME  CERTIFICATED/PHAR- 
MACY TECHNICIAN  required  for 
busy  department. 

Applications  with  names  of  two 
referees  to  Hospital  Secretary  or 
telephone  Chief  Pharmacist,  Amer- 
sham  441 1 ,  Ext.  1 ,  for  further  details 
quoting  ref.  737. 


For  Sale 


For  premature  ejaculation.  Retail  7*jp 
per  tube  Wholesale  £2.50  carton 
of  6:  Post  paid  cw.o.from: 

LLOYDS  SURGICAL  DEPT  LTD., 
COMMERCIAL  ROAD,  PORTSMOUTH. 

Showcard  free  on  request. 


MANLY  MAN'S  BELT.  Nationally 
advertised  "obtainable  from  chem- 
ists". E2-95.  Full  trade  terms.  Order 
by  waist  measurement  from  Manly 
Co.,  23  Freshwater  Parade. 
Bishopric,  Horsham,  Sussex.  Tele- 
phone: Horsham  5426. 


Wanted 


URGENTLY  REQUIRED,  all  items 
connected  with  old-fashioned  Phar 
macies — Runs  of  drug  drawers,  shop 
rounds,  jars,  etc — Telephone  Ash- 
tead  (Surrey)  72319  or  write  Robin 
Wheeler,  'Maplehurst'.  Park  Lane, 
Ashtead.  Surrey. 


ILFORD  &  DISTRICT  HOSPITAL 
MANAGEMENT  COMMITTEE 

GROUP  PHARMACY 
DEPUTY  CHIEF 
PHARMACIST  V  (Group). 

Salary  scale  £1,920/2,430  p.a. 
plus  £126  p.a. 
London  Weighting. 
Applications  to  the 
Group  Secretary, 
King  George  Hospital, 
Eastern  Avenue, 
llford,  Essex. 


Miscellaneous 


CHEMISTS 

ALL  WORK  AND  NO  PLAY? 
.  .  .  then  how  about  a  low 
coat,  high  profit  making 
investment  without  tiresome 
stock,  staff,  debts  or  paper- 
work ...  all  takings  in 
CASH!  .  .  .  designed  to  fit 
quickly  into  a  small  space 
in  your  existing  premises. 
A  Mini  Launderette  .  .  .  the 
perfect  little  'money  spin- 
ner' for  ANYWHERE  without 
a  Laundry. 

The  Village  Laundry  Ltd., 
White  Lion  House, 
White  Lion  Square, 
Hatfield,  Herts. 
Telephone:  Hatfield  67314 


FASHION  JEWELLERY 

Jodez  (Manchester)  Ltd. 
9  Sugar  Lane  A  34  Shudehlll 
Manchester  4.    DEAnsgate  6565 

Largest  and  most  exclusive 
selection  of  Necklets,  Brooches, 
Chainbelts  Dress  Rings,  Ear- 
rings (all  types),  Hair-Orna- 
ments, etc.  Limited  quantity  of 
clearing  lines  available,  parcels 
from  £5.00  and  upwards. 


Agents 


AGENTS  REQUIRED  to  sell  nylon 
and  plastic  baby  pants,  tie  pants, 
bibs  and  aprons.  Box  No.  2131. 


PHARMACY  I 
TECHNICIAN 

HM  PRISONS, 
PARKHURST  AND  WAKEFIELD 

A  Pharmacy  Technician  is  required  at  HM  Prison,  Parkhurst,  nr  Newport, 
Isle  of  Wight,  and  HM  Prison,  Wakefield,  Love  Lane,  Wakefield.  Yorks. 
Salary  scale  £1,041  rising  to  £1,425  plus  £77  per  annum  environment 
allowance  and  an  additional  allowance  may  be  paid  to  applicants  having 
exceptional  qualifications  or  experience. 

Five-day  week.  Post  superannuable  under  NHS  superannuation  scheme. 
Intending  applicants  may  obtain  further  information  from  the  Chief 
Pharmacist:  HM  Prison,  Parkhurst  (Telephone:  Isle  of  Wight  3855). 
Application  forms  obtainable  from  the  Establishment  Officer,  Home  Office, 
Prison  Department  (R  10/10  VDC),  Portland  House,  Stag  Place,  London 
SW1. 

CLOSING  DATE:  11  MAY  1973 


CARDINELLI  BEAUTY  PRODUCTS 
require  female  representatives  in  all 
areas  to  sell  in  their  Eyelashes  and 


Bathroom  Cosmetics.  Car  owners  J 
apply  Mr  E.  Levy,  339,  Green  Lanes.  I 
Haringey,  London.  N4. 


Shopfittings 


Low  Cost 
Unit 

Shopfronts 

600  Designs 


Take 
36 

Months 
To  Pay 


*  In  Anodlsed  Aluminium 

*  Built  III  Illuminated  sign* 
<t  Available  from  stock 

*  Installed  In  2  Day* 
on  most  sites 

UNIT  SHOPFRONTS  LTD 

9  Aintree  Road   Perivale  Middlesex 

PHONE:01-997-9943/7 


SHOPFRONTS  and  interior  fittings 
by  Chemist  Specialists.  WARWICK 
SHOPFITTING.  20  Rudd  Street. 
London.  SE18  6RS.  Tel:  01-854 
0343. 


BUSINESS  FOR  SALE 


FASHION  JEWELLERY  can  be  a 
most  lucrative  additional  line.  Choose 
from  our  huge  stock  of  rings,  pen- 
dants, bracelets,  brooches,  earrings, 
cuff  links,  watch  straps,  lighters,  etc. 
Full  displays  all  marked  with  retail 
prices,  inc.  VAT,  if  required.  Write 
to  R.  F.  Vernon,  36  Roman  Road. 
Birstall,  Leics.,  to  bring  our  stock 
to  your  shop.  Or  phone  Leicester 
675327. 


INTERPLAN  SYSTEM  80  modular 
shopfittings,  attractive  units  at 
attractive  prices,  complete  instal- 
lations NPU  recommended.  Brochure 
from  OLNEY  BROS.  LTD.,  SHOP- 
FITTERS,  NORTHBRIDGE  ROAD, 
BERKHAMSTED.  HERTS.  Tel.  5417-9. 


Please  address  Box  No.  replies 

to:  Box  No   CHEMIST  & 

DRUGGIST  25  New  St.,  Square, 
LONDON,  EC4A  3JA 


MEDICAL  SUPPLIES  & 
COSMETICS: 

Situated  on  main  street  of  a  town 
in  Staffordshire.  Lock-up  Business, 
Pleasant,  attractive  Retail  Unit,  good 
Lease,  profits  £60  weekly  with 
ample  scope. 

PRICE:  £1,650.  Stock  extra  at  Val- 
uation. Loan  Available.  Full  details 
on  application  to : 

Roy  E.  Hurdley,  F.I.B.A.. 
Auctioneers,  Valuers  & 
Estate  Agents, 
60  High  Street,  West  Bromwich 
Staffs. 

TELEPHONE:  021-553  5113 


Printed  In  Great  Britain  by  THE  SIDNEY  PRESS  LTD.  Sidney  Road,  Bedford,  and  published  by  BENN  BROTHERS  LTD,  25  New  Street  Square,  London,  EC4A 
3JA.  Registered  at  the  GPO  as  a  newspaper.  ©  all  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system,  or  transmitted 
In  any  form  or  bv  any  means,  electronic,  mechanical,  photocopying,  reoordlng  or  otherwise  without  the  prior  permission  of  Benn  Brothers  Ltd.  to,„n,oa 
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The  Contents  of  the 
1 973  Edition  include : 

Tablet  &  Capsule 
Identification  Guide 

Manufacturers  and 
Suppliers  Index 

 Buyers  Guide 

Who  Owns  Who 

Pharmaceutical 
 Organisations 

Professional  and 
Trade  Organisations 

Hospital  Group  and 
Chief  Pharmacists 

Pharmaceutical 
Services  under  NHS 

Dangerous  Drugs 

Salaries  of 
Pharmacists  and 
 Assistants 

MedicinesActs1968 
and  1971 


Price  £6.90 


VALUE  ADDED  TAX 

SALE  OF  GOODS 
WHOLESALERS 


Important  new 
sections 
all  to  be  found  in 


CIIEMIST&  DRUGGIST 
DIRECTORY  1973 

and  tablet  and  capsule  identification  guide 

Why  you  sell  more  Philishave 
than  any  other  kind  of  electric  shaver. 


The  product  is  right 

The  Philishave  has  been  a  best 
seller  for  22years.  There  are  now 
seven  different  models  in  the  range, 
cateringfor every  need.  And  they 
all  have  the  unique  Philips 
combination  -  rotary  action  and 
floating  heads. 


Pfiit»have3 
Rechargeable  VliSupet 
£19  56. 


The  price  is  right 

The  Phiiisfiave  range  starts  with 
the  cordless  90Super-tncredible 
value  for  only  £5.78.  And  it  goes  up  - 
through  the  top-selling  Philishave  3 
De  Luxe  at  £12.55-  to  the  luxurious 
Philishave  3  Rechargeable  90 
Super  at  £19.36. 

So  however  much  (or  little)  your 
customers  want  to  spend  on  a 
shaver,  you  can  always  produce  a 
Philishave  tofit  the  bill. 


Vou  get  big  support 

As  a  Phjlishave  dealer  you  know 
from  experience  you  can  count  on 
heavy  advertising  support  from 
Philips -all  year  round.  This  makes 
sure  of  a  big  demand  for  Philishave 
models  week  in,  week  nut  It's  this 
advertising  support,  combined  with 
your  own  efforts  and  the  excellence 
of  the  shavers  themselves,  that 
makes  Philishave  the  best -selling 
electric  shaver  range. 


Phitishavc 
Cordless  90  Super 
£5-78. 


PHILIPS 

We  want  you  to  tore  the  best 


The  essential  reference  for  every 
retailer,  wholesaler  and  manufacturer 
interested  in  the 
pharmaceutical,  toiletry,  cosmetic 
and  associated  industries 

SPECIAL  PRICE  TO 
CHEMIST  &  DRUGGIST 

SUBSCRIBERS 
ONLY  £3.40 

including  postage  and  handling 
order  now  from 
Chemist  &  Druggist 
25  New  Street  Square 
London  EC4A  3JA 


New  sections 

Value  Added  Tax — 
A  general  guide 
explaining  the 
scope  of  this  new 
tax  and  including 
the  special  schemes 
for  retailers  with 
particular  reference 
to  pharmacists 

Sale  of  Goods  — 
Some  aspects  of  the 
law  affecting  the 
sale  of  goods  for 
pharmacists  

Wholesalers  of 
pharmaceuticals, 
cosmetics,  toiletries. 
and  sundries  

Multiple  Retail 
Outlets— Companies 
and  individuals 
controlling  five  or 
more  branches 
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meet  our 
Sales  Director 

Our  sales  orientated  Eureka  instore  system  will  add  extra 
impact  to  your  merchandising.  Flexible,  slot-together 
components,  eye  catching  colours  and  a  huge  capacity. 
Many  accessories  available  including  cabinets,  drawers, 
counters  etc.  Our  Sales  Director  will  increase  your 
profits  fast ! 


nd  menhoodise 
moooger 


Our  Karu-Sell  rotary  display  unit  can  manage  a  huge  amount  / 

sq.  feet  of  impact 

display  in  only  6.86  sq.  feet  of  floor  area. 


of  merchandise  with  a  capacity  of  34.25  sq.  feet  of  impact    S ^ 

/J1 

Ideal  for  promoting  impulse  sales.  Amazingly  varied  y  ^  (\ 
applications.  The  exclusive  diamond  shaped  shelves   /  & 


/  &  .3? 


are  instantly  adjustable  for  height  and  slope  and  S <$> 
have  binning  facilities. 

Members  of  the  Showrax  Force. 

Free  country  -  wide  shop  -  planning 


service  by  Instore  Consultants. 


Tel:  Gravesend  60671  Telex:  965130 
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The  brand  leader's  | 
looking  better  than  ever. 


The  latest  IPC  figures  put  Femfireshway  out 
in  front  as  the  brand  leader  with  38.1%*of  the  market. 


But  even  brand  leaders  can't  rest  on  their  laurels. 

So  we've  given  Femfresh  trendy  new  packs.  Beautiful 
new  perfumes.  And  a  bigger-than-ever  advertising 
campaign  this  year. 


This  is  the  formula  for  success  that  will  increase  the 
brand  leader's  share  of  the  market— and  your  sales. 
Femfresh  is  all  dressed  up  and  ready  to  go. 
Are  you  all  stocked  up  and  ready  to  go? 


( 'i.P.C.  Survey  February  1973.) 


Femfresh.  All  dressed  up  to  go. 
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Lil-lets  sales  will  be 
in  pretty  good  shape  in'73! 


The  new  round  end  Lil-lets 
is  a  more  natural  shape  tampon 
-  we've  researched  it 
thoroughly,  with  women  of  all 
ages,  and  they  agree. 
So,  many  of  your  customers 
will  be  looking  for  new-shape 
Lil-lets. 


More  advertising. 


New  shape. 

Lil-lets  are  spending  more 
money  this  year  than  ever 
before  -  on  a  huge  national 
press  campaign  in  all  major 
teenage  and  women's  magazines, 
featuring  whole  page  and 
double  page  spreads  in  full 
colour. This  new  advertising 
will  be  seen  by  over  85%  of 
all  sanitary  protection  users. 
We've  completely  re- 
designed the  Lil-lets  pack, 
and  research  found  it  to  be 
"softer,  more  feminine,  more 


appealing".  At  the  same  time, 
the  combination  of  light  and 
dark  blue  gives  greater 
legibility  and  easier  pack 
recognition  -  altogether  a 
more  eye-catching  pack  for 
your  shelves. 

So  -  new  shape,  new 
advertising,  new  pack;  it  all 
adds  up  to  one  thing  -  new 
sales  for  you  in  '73. 
Make  sure  you  stock  up  with 
Lil-lets  now. 

-    New  pack. 


Britain's  fastest  growing  tampon  brand. 


TV, 


A  Smith  &  Nephew  Product 
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The  big  fight  for 
£26m.  market 

Fhe  battle  of  the  towel  versus  tampon  continues  in  this  £26  million  market  and 
owels  now  hold  a  62  per  cent  share.  However  during  the  last  year  it  appears  that 
here  has  been  much  more  activity  in  advertising  tampons  with  both  Tampax  and 
.ilia- White  spending  more  money  than  ever  on  advertising  and  promotions.  Over 
:600,000  was  spent  by  the  two  brands  last  year. 


ampax  tampons  have  been  the  subject 
f  continuous  research  and  development 
ver  the  past  30-years.  Any  changes  which 
ave  been  made  have  only  been  incor- 
porated after  rigorous  testing.  The  appli- 
ator,  a  major  feature  of  Tampax  tampons 
esign,  makes  their  use  both  simple  and 
lygiene — important  in  today's  world  where 
/omen  are  more  and  more  hygiene  con- 
cious. 

Despite  active  competition  from  other 
impons — there  are  now  five  competitors, 
icluding  own-name  brands — Tampax  tam- 
ons  still  remain  way  ahead  as  brand 
iaders,  taking  a  major  share  of  the  emerg- 
lg  market. 

During  1972,  Tampax  spent  £350,000  in 
ress  and  below  the  line  advenising.  In 
973  this  figure  will  be  considerably  in- 
reased.  The  company's  education  division 
>  staffed  by  nine  fully-qualified  nurses, 
'ho  lecture  continuously  to  schools, 
Iffices,  factories  and  women's  institutes. 

Advertising  is  continuous  in  every 
/omens  magazine  with  any  circulation  at 
11,  and  in  all  newspapers  with  a  high 
/omens  readership. 

Below  the  line  advertising  is  in  direct 
upport  of  the  trade.  In  January  1973, 
ampax  offered  a  deal  of  80p  on  every 
2-dozen  10's.  During  1972,  they  offered 
iiree  such  deals  on  10's  and  40's.  This 
ear  they  anticipate  even  more  direct  sup- 
ort  for  the  trade. 

'lashed  packs 

During  1972,  Tampax  twice  gave  away 
lastic  handbag  containers  with  tampon 
eonomy  40's.  Over  two-million  of  these 
/ere  distributed  in  specially  flashed  packs. 
rhe  popularity  is  so  great  that  they  will 
jlmost  certainly  repeat  this  offer  in  1973. 

Following  Tampax  in  brand  leadership 
a  tampons  came  Lilia-White  with  Lil-lets. 
n  pharmacies  Lil-lets  grew  by  10  per  cent 
ti  1972  and  the  company  state  that  at  the 
ite  at  which  the  brand  is  growing  it  seems 
uite  feasible  for  Lil-lets  to  be  brand 
:aders  in  the  tampon  market  in  chemists 
'ithin  three  years. 

Chemists  still  account  for  something  like 
0  per  cent  of  tampon  sales,  although  a 
luch  higher  proportion  of  towels  is  sold 
irough  grocery  stores. 

It  is  estimated  that  in  1973,  the  tampon 
larket  will  be  worth  £112m  and  98  per 
znt  of  that  market  is  made  up  of  the  two 
rands  Tampax  and  Lil-lets. 

Lil-lets  was  relaunched  this  spring  and 


now  carries  the  name  Lil-lets  o.b.  which 
is  the  international  brand  name  for  the 
tampons.  The  same  product  is  sold  in  over 
100  countries.  In  Europe  o.b.  is  the  brand 
leader  by  a  long  margin.  In  Germany,  for 
example,  its  brand  share  is  over  80  per 
cent  and  in  Sweden,  90  per  cent. 

The  new  design  pack  of  Lil-lets  is  a 
delicate  pale  blue  colour  and  the  company 
state,  that  before  being  launched  research 
showed  that  it  was  greatly  preferred  by 
women  who  thought  that  the  pack  was 
more  feminine,  delicate  and  attractive  than 
previous  or  competitive  packs. 

Rounded  end 

Also  new  about  Lil-lets  is  the  rounded 
end  of  the  tampon.  It  was  introduced  be- 
cause it  was  found  that  just  this  small 
change  would  make  women  have  an  even 
greater  preference  for  the  brand.  Since  the 
introduction,  Lilia-White  have  found  that 
the  new  round  end  was  greatly  preferred 
by  girls  who  had  never  tried  a  tampon. 

Of  the  towel  section  of  Lilia-White,  Dr 
Whites  continues  to  be  the  leading  brand 
not  only  in  the  sanitary  towel  sector  but 
in  the  whole  of  the  sanitary  protection 
market.  Half  of  all  women  who  use  sani- 
tary towels  for  their  protection  are  said 
to  choose  this  brand. 

Also  from  this  Birmingham  based  com- 
pany, Dr  White's  Carefree  is  a  flushable 
form  of  Dr  White's  and  Lilia  is  the  num- 
ber two  brand  in  the  sanitary  towel  market. 
The  latter  is  the  brand  leader  in  the  soluble 
sector,  out-selling  its  nearest  rival  by  three 
to  one. 

Lilia-White  entered  the  fastest  growing 
section  of  the  market — the  small  towel  in 
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August  last  year  with  Panty  Pads.  It  fits 
to  the  customers  own  panties  with  an 
adhesive  strip  and  Lilia-White  are  stimu- 
lating sales  through  heavy  sampling  using 
both  women's  magazines  and  national 
newspapers. 

Panty  Pads  will  shortly  be  featuring  a 
unique  consumer  offer.  Entitled  "Introduce 
your  best  friend  to  Panty  Pads  and  get 
your  next  packet  free"  the  offer  will  en- 
able a  consumer  to  buy  a  packet  of  the 
specially  flashed  Panty  Pads  packs,  com- 
plete the  coupons  on  the  back  of  the 
packet,  filling  in  her  own  name  and  the 
name  of  a  friend.  The  coupons  are  sent 
to  Lilia-White  who  in  turn  will  send  a  free 
trial  pack  of  Panty  Pads  plus  a  5p  off 
next  purchase  voucher  to  the  nominated 
friend  and  to  the  consumer  herself  a 
voucher  enabling  her  to  buy  her  next 
packet  free. 

Besides  Koronet,  a  small  pad  product 
designed  to  be  worn  with  a  special  Koronet 
garment,  Lilia-White  also  make  Fastidia 
mini  pads  a  chemists  only  line. 

This  small  pad  is  designed  primarily  for 
non-menstrual  uses  and  as  an  aid  to  every- 
day feminine  hygiene. 

Advertising  campaign 

In  1973  the  Lilia-White  range  of  external 
protection  products  is  supported  by  an 
advertising  campaign  worth  £250,000  in 
all  major  women's  magazines.  For  the 
first  time  ever,  all  the  brands  are  featured 
in  a  single  range  advertisement  having  as 
its  base  line — "Most  women  trust  Dr 
White's  for  their  sanitary  protection." 

Later  in  the  campaign,  individual  brands 
will  be  highlighted  within  the  format  of 
the  range  advertisement. 

Panty  Pads,  as  well  as  featuring  in  the 
above  advertising,  will  have  its  own  sep- 
arate campaign  in  young  magazines  aimed 
specifically  at  younger  girls.  This  campaign 
features  girls  speaking  about  Panty  Pads 
and  how  it  benefits  them  in  their  daily 
lives.  A  young  model,  a  dancer,  an  antique 

Continued  on  next  page 


Tighter  packaging — Dr  White's  packs  will  now  take  less  space 
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shop  owner,  and  a  travel  courier,  will  all 
feature  in  the  advertisements. 

Total  advertising  expenditure  will  be  40 
per  cent  up  on  last  year's  record  special. 

Lilia-White  are  introducing  a  new 
tighter  pack  for  Dr  White's.  The  product 
itself  is  unaltered  in  size  and  design  but 
the  tighter  pack  enables  nine  facings  to  be 
placed  in  the  same  space  as  was  formerly 
taken  by  eight,  thus  leading  to  a  minimum 
12£  per  cent  increase  in  shelf  utilisation 
efficiencies. 

Sancella  share 

Sancella  Ltd  say  that  their  Libresse  sani- 
tary towels  are  the  chemists'  leading  dis- 
posable towel  brand,  with  a  volume  share 
of  10-2  per  cent. 

The  latest  independent  research  figures 
(January-February  1973)  confirm  the  lead 
that  Libresse  has  gained.  Analyses  of  the 
sanpro  market  since  Libresse  was  launched 
gives  an  interesting  picture  of  the  very 
significant  changes  that  have  occurred. 

There  has  been  considerable  growth  in 
the  disposable  towel  sector  of  the  market 
of  nearly  10  per  cent  with  a  corresponding 
decrease  in  non-disposable  towels.  Fur- 
thermore, the  traditional  slow  trend  away 
from  towels  towards  tampons  of  1-2  _per 
cent  each  year  has  been  halted.  In  1972. 
chemists'  volume  sales  of  towels  increased 
by  3  per  cent. 

The  Libresse  towel  stirred  the  sanpro 
industry  to  a  realisation  of  towel  design 
and  development  possibilities.  No  less  than 
five  disposable  towel  brands  have  been 
introduced  within  the  past  year. 

Sancella's  early  emphasis  on  attractive 
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packaging,  in-store  display,  and  simplified 
handling  for  the  retailer  has  led  to  a 
markedly  increased  awareness  of  "cos- 
metic" packaging. 

The  huge  upsurge  of  activity  in  the 
hitherto  virtually  dormant  sanpro  market 
had  a  direct  effect  on  advertising  which 
rose  by  an  enormous  64  per  cent  from 
£327,000  in  1971  to  £537,000  in  1972  on 
towels  alone.  Tampon  advertising  expendi- 
ture rose  by  10  per  cent  from  £416,000  to 
£459,000  in  the  same  period. 

In  1972,  Libresse  advertising  totalled 
£150,000  compared  with  £71,000  spent  by 
the  nearest  competitor.  Both  in  terms  of 
expenditure  and  creativity,  Sancella  and 
Libresse  led  the  way.  Early  Libresse  "ads" 
did  away  with  the  traditional,  coy  "wrap 
it  up  in  flowers"  approach  to  the  subject 
of  sanpro.  Libresse  launch  advertisements 
boldly  showed  the  product  in  position. 

Sancella's  current  campaign  which  broke 
on  March  24  makes  another  break  with 
what  has  already  become  a  "tradition". 

Close-ups  of  briefs  are  in  danger  of 
becoming  too  commonplace  to  attract  at- 
tention. In  the  new  Libresse  campaign 
Sancella's  Pauline  Richards  answers  ques- 
tions on  typical  sanpro  problems.  This  ad- 
vertising has  had  an  immediate  effect  on 
readers,  who  are  already  sending  letters 
asking  for  advice  and  Librese  samples. 

Promotions  have  played  an  important 
part  in  the  company's  policy.  In  1972, 
Sancella  spent  £228,000  in  introducing 
Libresse  direct  to  the  consumer.  With  the 
co-operation  of  chemists  over  4  million 
free  2-towel  packs  were  given  away.  This 
year,  with  Sancella's  sampling  concentrat- 


ing on  pre-selected  markets,  Libresse  goe 
to  new  mothers  through  Bounty  Service: 
Ltd— one  of  the  many  promotional  activi 
ties  planned  for  the  brand. 

Another  current  promotion,  about  t< 
break  in  the  retail  trade,  is  the  Libressi 
beach  buddies'  summer  offer. 

However,  advertising  and  promotion,  nc 
matter  how  original  and  inventive,  hav< 
now  become  part  of  the  essential  overal 
sanpro  marketing  scene — a  byproduct  o 
increasingly  fierce  competition. 

Dramatic  success 

According  to  Kimberly-Clark  their  re 
cently  introduced  Kotex  24's  packs  havi 
been  a  "dramatic  success". 

Forecasting  a  substantially  increase* 
market  share  Kimberly-Clark  group  pro 
duct  manager  Mr  Dick  Gardiner  com 
mented:  "Although  the  bulk  packs  wen 
only  launched  in  mid-February,  Kote> 
New  Freedom  and  feminine  towel  sales  a: 
a  whole  are  up  by  37  per  cent  for  the  firs 
quarter  of  1973  compared  with  the  sam< 
period  last  year. 

"We  are  seriously  concerned  that  if  tht 
independent  chemist  does  not  stock  anc 
display  Kotex  24's  he  will  miss  out  on  thi: 
opportunity  to  increase  profits  and  sales 
This  is  a  real  opportunity  to  increase  sale: 
and  profits.  We  calculate  that  his  sales  o 
Kotex  will  shoot  up  25  per  cent  or  mon 
just  by  stocking  24's." 

The  launch  of  Kotex  24's  is  the  lates 
step  in  Kimberly-Clark's  continuous  policy 
of  product  innovation  and  improvement 
The  Kotex  feminine  towel  range  was  th< 
first  to  have  the  important  benefit  of  ar 
impregnated  deodorant. 

More  recently,  in  November,  a  New 
Freedom  bikini  was  added  to  the  Koto 
New  Freedom  range  of  towel  and  panti< 
set — thus  enabling  the  customer  to  choost 
a  style  of  New  Freedom  pant  to  mate! 
her  everyday  choice. 

The  company  points  out  that  promo- 
tions for  Kotex  towels  are  designed  not 
just  to  give  the  customer  "money  off",  bull 
to  bring  her  back  into  the  store — so  bene- 
fiting the  retailer.  The  recent  5p  coupon 
on  Kotex  24's  packs  redeemable  againsl 
the  next  purchase  and  the  15p  coupon  on 
New  Freedom  bikinis  redeemable  againsl 
New  Freedom  towels  are  two  examples  oi 
the  Kimberly-Clark  style  of  promotion. 

Kimberly-Clark  are  spending  £160,000 
on  advertising  in  1973  to  back  both  tti€ 
Kotex  and  New  Freedom  standard  packs 
as  well  as  the  24's. 

All  the  advertisements  are  in  full  colour, 
with  whole-page  and  some  double-page 
spreads  running  until  December.  The  Kotex 
feminine  towel  campaign,  aimed  specifi- 
cally at  the  16  to  24  age  group  is  appear- 
ing in  Jackie,  Valentine,  Mirabelle,  Love 
Affair,  True  Romance,  My  Story,  True 
Story,  Honey,  Nineteen  and  Romance.  The 
Kotex  New  Freedom  campaign  aimed  at 
the  13  to  17  age  group  is  appearing  in 
Lover  Girl,  Dream,  Fab  208,  Mirabelle, 
Loving,  Pop-Swop,  Petticoat,  Jackie,  Valen- 
tine, Date,  Look  Now  and  Beauty. 

Concentration 

Cuxson,  Gerrard  were  among  the  earlier 
makers  of  sanitary  towels  and  over  the 
years  concentrated  on  supplying  a  "super- 
ior" towel  for  "the  woman  who  wanted 
something  a  little  better".  Under  this  policy 

Continued  on  p6 


Pauline  Richards  discusses  some  of  your  more 
intimate  questions  about  periods. 
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The  Fill  ami  Periods 


Libresse 


Sancella's  current 
advertising  for 
Libresse,  featuring 
adviser  Pauline 
Richards,  talking 
about  problems 
may  seem 
relatively  un- 
sensational 
compared  with 
the  dramatic 
first-ever  "towel 
in  position" 
Libresse  adver- 
tising of  1971 
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Intimate  deodorants? 

Get  the  facts  and  figures 
from  the  sterling  market  leader. 

Moneytalks. 
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Factl. 


Some  usage  figures  and 
small  selective  surveys  can  be 
misleading.  What  matters  is 
what  women  are  spending  their 
money  on. 


Fact  2. 


The  latest  STATS  MR  Retail 
Audit*  shows  that  more  money 
is  spent  on  Bidex  Spray  Mist  in 
chemists*  than  on  any  other 
intimate  deodorant.  Bidex  Spray 
Mist  accounts  for  23.7%  of 
the  sterling  market  for  intimate 
deodorant  sprays. 


Fact  3. 


You  can  make  even  more 
money  out  of  best-selling  Bidex 
if  you  stock  up  now  -  before 
the  Summer  peak  in  demand. 

Bidex: 
bigger  because  it's  better. 

♦December  1972/January  1973 

*STATS  MR  Survey  does  not  include 
Boots  outlets. 
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their  Sylvia  towel  was  developed  and  the 
slogan  "Perfection  in  Protection"  adopted. 
To  ensure  security,  and  the  fear  of  an 
embarrassing  mishap,  an  "anti-leak"  back- 
ing is  included. 

In  keeping  with  the  modern  trend,  new 
packs  of  10  towels  have  been  introduced 
bearing  a  colourful  flower  motif  on  a 
plastic  bag  with  a  draw-string  neck.  For 
the  Sylvia  stockist  an  elegant  wooden  dis- 
play stand  is  available  to  hold  2  dozen 
packs. 

Frow  now  onwards  a  special  offer  is 
being  made  to  retailers  and  consumers. 
Retailers  who  place  an  order  for  five 
standard  cases,  including  sizes  1  or  2,  re- 
ceive free  of  charge  a  pair  of  Zorbit  hand 
towels,  value  £2  retail.  Inside  each  packet 
of  sizes  1  and  2  Sylvia  towels  is  a  coupon 
entitling  the  consumer  to  purchase  a  pack 
of  2  Zorbit  towels  for  £1-50,  instead  of  the 
usual  £2  recommended  retail  price,  while 
stocks  last.  The  bags  are  "flashed"  with 
this  premium  offer  "Save  50p",  and  a  dis- 
play card,  announcing  the  offer  is  pro- 
vided with  every  order. 

Disposable  towel 

Last  year,  in  order  to  meet  a  demand,  a 
dispersible  towel  was  introduced  under  the 
brand  name  "New  Sylvia".  This  new  towel 
differs  in  many  respects  from  the  tradi- 
tional Sylvia  towel.  It  can,  very  conven- 
iently, be  flushed  down  toilets.  It  has  a 
non-knitted  cover  and  a  dispersal  barrier 
within  the  pad,  with  a  tinted  backing 
impregnated  with  a  moisture  repellent. 

Finally,  New  Sylvia  towels  are  supplied 
without  loop  ends,  as  generally  used  in 
America,  and  most  other  parts  of  the 
world.  They  can  be  worn  without  a  belt 
in  specially  designed  protective  pants,  or 
with  the  new  Sylvia  Y-clip  belt.  This  lat- 
ter has  been  specially  designed  for  hold- 
ing "tab-end"  towels  securely,  and  is  also 
suitable  for  use  with  traditional  loop-end 
towels. 

New  Sylvia  tab  end  towels  are  packed 
in  tens  in  bright  plastic  bags  with  a  draw- 
string neck  and  are  available  in  standard 
size  only.  A  display  stand  and  showcards 
are  supplied  to  stockists  free  on  request. 

Eight  years  ago  Johnson  &  Johnson 
decided  to  quit  the  UK  market  and  sold 
their  Modess  brand,  but  towards  the  end 
of  last  year  they  took  a  step  back  by 
introducing  the  Stayfree  mini-pad,  a  pro- 
duct which  has  had  success  in  the  US 


achieving  sales  of  10  per  cent  of  the  total 
towel  market  within  a  year  of  its  launch, 
with  a  steady  growth  rate  since  then. 

Why  then,  this  sudden  interest  in  san- 
pro,  which  in  1972  sent  advertising  ex- 
penditure rocketing  out  of  the  Cinderella 
class  into  a  staggering  74  per  cent  increase. 
One  answer,  in  simple  but  significant  terms 
is  that  a  totally  new  concept  in  sanitary 
protection  has  hit  the  market— The  mini- 
pad. 

Mini-pads 

The  mini-pad  runs  the  gamut  comfort- 
ably between  towel  and  tampon.  It  is  a 
complementary  product  to  both  markets 
and  seems  to  be  a  product  for  expanding 
sales. 

Towel  users,  once  educated,  should  like 
the  mini-pad  for  its  lack  of  bulk  and  it 
should  prove  a  popular  alternative  to  the 
standard  sized  towel  on  light  flow  days. 
Tampon  users  with  a  particularly  heavy 
menstrual  flow  will  find  that  a  mini-pad 
worn  in  conjunction  with  a  tampon  on 
heavy  days  will  give  both  physical  and 
emotional  assurance,  and  she  may  well 
choose  to  use  mini-pads  instead  of  tam- 
pons on  light  flow  days. 

Above  all,  mini-pads  have  a  special  ap- 
peal to  the  young,  and  long  term  could 
offer  a  reasonable  alternative  to  the 
greater  freedom  offered  by  tampons. 

Where  did  this  quiet  revolution  start? 
A  couple  of  years  ago  Kimberley  Clark 
introduced  New  Freedom  and  told  stan- 
dard towel  users  that  they  "didn't  need  all 
that  bulky  paraphernalia."  Here,  they  said, 
was  a  new  smaller  towel,  equally  efficient, 
much  less  bulky  and  there  were  no  belts, 
pins  and  loops,  only  a  rather  neat  pair  of 
special  pants.  The  forerunner  of  the  mini- 
pad  had  arrived. 

Soon  afterwards,  an  even  more  stream- 
lined sanitary  pad  called  Libresse  was 
introduced  to  the  market  by  the  Swedish 
company  Sancella.  This  pad  claimed  to  be 
more  efficient,  it  had  an  adhesive  strip  on 
the  backing  which  would  secure  the  pad 
firmly  to  any  pants  and  therefore  needed 
no  extras  at  all,  not  even  special  pants. 
Last  year  came  Lilia-Whites,  Fastidia  and 
Johnson  &  Johnson's  Stayfree. 

The  grocer  continues  to  sell  more  san- 
pro  every  year  so  there  is  an  important 
need  for  the  chemist  in  this  increasingly 
competitive  market  place  to  recognise  that 
the  sanpro  market  is  fast-becoming  a 
dynamic,  lucrative  area.  It  is  important 
that  his  sanpro  section  should  reflect  these 


changes.  Many  marketing  men,  for  in- 
stance, believe  self  selection  to  be  the  most 
effective  means  of  selling  sanpro. 

Never  before  has  the  chemist  had  such 
enormous  back  up  from  the  manufacturer. 
Johnson  and  Johnson  for  example  will  be 
spending,  on  Stayfree  alone,  well  in  ex- 
cess of  £200,000  on  Press  advertising.  This 
will  aim  mainly  at  the  younger  sector  of 
the  market  through  magazines  such  as, 
19,  Look  Now,  She,  Cosmopolitan,  Woman 
and  Over  21. 

Consolidation 

Robinsons  of  Chesterfield  regard  1972  as 
a  year  of  consolidation  in  the  marketing 
of  their  feminine  hygiene  products — and  a 
year  in  which  "progress  was  well  main- 
tained". 

The  pattern  of  their  sales  generally  fol- 
lowed market  trends.  However,  Robinsons 
can  point  to  a  success  story  in  sales  through 
chemist  outlets.  Compared  with  1971,  Mene 
sales  through  chemists  increased,  they  say, 
by  four  per  cent;  Nikini  held  steady;  and 
Cameo  increased  by  six  per  cent. 

Other  highlights  of  1972  were  the  launch 
of  Nikini  Poppets  and  the  preparations  for 
the  successful  introduction  on  January  1 
this  year  of  Nikini  stretch  briefs.  Market- 
ing expenditure  on  the  Nikini  range  to  the 
consumer  was  at  its  highest  ever  level  in 
1972 — and  will  be  significantly  more  this 
year. 

Cotton  wool 

Silcot  santowels  from  Macdonald  of  Man- 
chester, now  part  of  the  Wellcome  con- 
sumer division,  are  made  solely  from 
cotton  wool.  There  is  no  pulp,  cellulose  or 
plastic  since  a  layer  of  non-absorbent  cot- 
ton wool  provides  a  moisture  proof  back 
which  prevents  leakage. 

Recently  the  Wellcome  consumer  division 
commissioned  an  attitudinal  survey  on 
women's  needs  and  attitudes  towards  sani- 
tary protection. 

"Obviously,"  says  a  spokesman  for  Sil- 
cot, "we  will  be  implementing  these  find- 
ings into  our  future  plans.  Although  these 
plans  have  not  been  divulged  one  might 
guess  that  Silcot,  which  dates  to  prewar, 
may  be  getting  a  brother  or  sister  at  this 
last  stage."  Who  knows,  it  may  be  a  nine- 
month  pregnancy? 

Bulk  buying? 

"Consumers  will  no  doubt  be  extra  price 
conscious  at  the  moment  due  to  the  intro- 
duction of  VAT,"  say  Celtex,  who  offer  30 
packs  besides  packs  of  12s  and  18s.  "And 
for  the  market-share  conscious,  Celtex 
continues  to  hold  its  own  against  stiff 
competition  as  being  the  third  largest 
soluble  towel  brand." 


VOLUME  BRAND  SHARES  OF  DISPOSABLE  TOWELS  IN 


TOTAL  SANPRO  MARKET 


Libresse 
Lilia 
Fastidia 
Panty  Pads 
Stayfree 


CHEMISTS 

Sept-Oct  1971 

/o 

1.8 
11.5 

(launched  April  '72) 
(launched  July  '72) 
(launched  October  '72) 


Jan  Feb  1973 

V 

/o 

10.2 
10. 

1.4 

2.9 

1.2 


MANUFACTURERS'  VOLUME  BRAND  SHARES  IN  CHEMISTS 

Jan-Feb  1972  Jan-Feb  1973 

Sancella  5.3%  10.2% 

Lilia-White  49.0%  44.9% 

Kimberly  Clark  14-0%  13.9% 


Towels 
Tampons 


1971 

£14.3m  (61.5! 
£8.9m  (38.5! 


share) 
share) 


£23.3m 


1972 

£16.2m  (62%  share) 
£9  9m  (38%  share) 

£26.  lm 


CHEMIST  SALES  BY  TYPE  OF  TOWEL 

Sept-Oct  1971  Jan-Feb  1973 

Disposable  towels  26%  35.4% 

Non-disposable  towels  74%  64-6% 
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THREE  FIRSTS  FOR  YOU! 

1  FIRST  IN  SALES 

2  FIRST  IN  ADVERTISING 

3  FIRST  IN  PROFITS 


Feature  and  display 
Tampax  tampons— the 
way  ahead  brand 
leader 

Pre-sold  by  the  biggest 
press  and  magazine 
campaign  in  sanitary 
protection  advertising 

Most  of  your  customers 
are  women  — display 
the  brand  they  prefer 


TAMPAX. 

tcunponA 

THE  BRAND  LEADER  FOR  OVER  30  YEARS 

So  easy  to  stock  •  So  easy  to  sell  ■  So  profitable 

Tampax  is  the  registered  trade  mark  of  Tampax  Limited,  Havant,  Hampshire.  Tel :  Havant  2181. 
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Sweet  smell  of  success 


By  Sally  Ayling,  Aerosols  Division  of  Metal  Box  Co  Ltd 


Diamonds  may  have  been  a  girl's  best  friend,  but  ever  since  the  American 
advertising  campaigns  of  the  fifties  and  sixties  we  have  been  told  that  personal 
deodorant  products  have  replaced  them.  The  development  of  this  market  from  the 
time  that  it  first  went  into  the  aerosol  packs  in  the  early  sixties,  through  the 
proliferation  of  products  into  deodorants,  anti-perspirants,  feminine  hygiene  sprays 
and  foot  sprays,  to  the  present  time  when  these  products  are  becoming  increasingly 
more  important  in  the  men's  toiletries  market  as  well,  has  been  a  very  exciting 
success  story. 


The  aerosol  pack  seemed  a  winner  for 
these  products  from  the  start  and  has  been 
an  important  factor  in  boosting  total  mar- 
ket sales.  Aerosol  deodorants  first  appeared 
in  1962  and  were  reinforced  with  the  first 
aerosol  antiperspirant  formulation  in  1967. 
Since  then  the  growth  of  these  products 
has  been  so  rapid  that  aerosols  now  repre- 
sent approximately  70  per  cent  by  value 
of  a  total  market  worth  £22m  at  retail 
prices. 

From  the  aerosol  point  of  view  the  filling 
statistics  have  grown  at  an  average  of 
almost  50  per  cent  for  the  past  five  years  to 
stand  at  an  estimated  53  million  units  in 
1972.  Of  these  probably  35  million  are 
underarm  deodorants  and  antiperspirants, 
14  million  are  feminine  hygiene  sprays  and 
about  4  million  foot  sprays. 

It  is  interesting  to  compare  the  UK 
market  for  underarm  deodorant/ antiper- 
spirants with  its  counterparts  in  the  United 
States  and  Europe. 

In  the  UK  about  75  per  cent  of  women 
and  about  40  per  cent  of  men  use  these 
products.  Of  these  users  over  60  per  cent 
of  women  and  about  70  per  cent  of  men 
preferred  aerosol  packs.  In  America  the 
market  penetration  is  far  greater  with  about 
95  per  cent  of  women  and  about  80  per 
cent  of  men  using  the  products,  but  again 
there  is  a  greater  preference  for  aerosol 


packs  among  the  men  than  the  women.  In 
both  countries  the  main  competitive  pack 
is  the  roll-on.  This  is  not  the  case  in 
Germany,  however,  where  the  roll-on  pack 
is  number  three  behind  stick  deodorants, 
with  aerosols  taking  an  impressive  75  per 
cent  of  the  market. 

Market  development  has  been  different 
in  other  ways  as  well.  The  UK  market  has 
moved  very  rapidly  from  plain  deodorants 
to  antiperspirant/deodorants,  especially  in 
the  aerosol  sector  of  the  market,  such  that 
less  than  20  per  cent  are  now  straight  deo- 
dorant products.  This  is  a  greater  concen- 
tration on  antiperspirants  even  than  in  the 
States,  whilst  the  major  European  markets 
in  Germany,  Switzerland  and  Finland,  all 
of  whom  have  more  than  twice  the  per 
capita  consumption  of  the  UK,  have  devel- 
oped almost  entirely  on  deodorant  pro- 
ducts with  the  introduction  of  antiperspir- 
ants being  very  recent. 

European  deodorant  products  usually 
come  in  a  variety  of  perfumes  and  the 
emphasis  has  been  more  on  the  positive 
side  of  smelling  pleasant  rather  than  sim- 
ply deodorising.  These  attractively  per- 
fumed "deo-Cologne"  products  so  popular 
in  Europe  may  well  point  the  way  to  fur- 
ther development  in  the  UK  market. 

There  is  a  large  and  increasing  number 
of  brands  in  the  deodorant/antiperspirant 


Examples  of 
one  form 
of  pack 
development 


market  but  the  top  four  have  over  50  per 
cent  of  the  market.  Many  of  the  brands 
use  two  or  three  different  types  of  packages 
but  competition  is  greatest  in  the  aerosol 
seotor  with  considerable  amounts  spent  on 
advertising. 

Major  manufacturers  may  spend  as  much 
as  £|  million  a  year  on  a  top  brand,  or  L{ 
million  on  a  launch  or  re-launch,  and  the 
total  above-the-line  advertising  expenditure 
is  around  £3  million  a  year. 

The  most  popular  aerosol  size  used  is 
6oz,  but  the  family  size  pack  is  moving 
from  8oz  to  lOoz  with  considerable  empha- 
sis on  economy  promotions. 

Powder  content 

Antiperspirant  formulations  with  in- 
creased powder  content  (up  to  10  per  cent 
solids)  are  of  interest  currently  and  Carter- 
Wallace  Arrid  Light  Powder  is  the  first  of 
these  on  the  UK  market.  The  search  for 
even  stronger  active  ingredients  continues, 
and  aluminium  bromide  is  one  of  the  possi- 
bilities to  replace  aluminium  hydroxide. 
The  suggestion  that  some  antiperspirants 
may  feel  slightly  greasy  has  led  to  the 
examination  of  lighter  volatile  emollients 
which  would  enable  low  viscosity  slurries 
to  be  achieved  more  easily. 

Although  there  is  less  activity  with  deo- 
dorant formulations  a  new  active  ingredi- 
ent, vitamin  E,  is  ■presently  being  used  by 
Mennen  in  the  United  States.  Both  chlor- 
hexidine  (Hibitane)  and  Irgasan  DP300  are 
being  used  as  straight  replacements  for 
hexachlorophane  with  no  apparent  diffi- 
culty in  formulation  efficiency  or  packag- 
ing, although  there  was  very  little  use  of 
hexachlorophane  for  deodorant  products 
in  the  UK  anyway. 

For  the  future  the  deodorant/antiper- 
spirant market  is  likely  to  expand  in  terms 
of  percentage  use  among  males  and 
females,  and  aerosols  will  increase  their 
share  of  the  market.  The  women's  market, 
having  a  higher  saturation,  will  increase 
more  slowly  but  aerosols  will  gain  more 
in  terms  of  pack  substitution  (from  roll- 
ons)  whereas  the  men's  market  will  show 
greater  increase  and  aerosols  will  benefit 
from  their  already  larger  share. 

Larger  market 

The  tremendous  growth  of  the  past  few 
years  cannot  be  expected  to  continue  now 
that  the  market  is  so  much  larger,  but  an 
average  growth  of  about  20  per  cent  over 
the  next  two  or  three  years  would  be  quite 
reasonable  and  would  represent  a  per 
capita  consumption  more  in  line  with  the 
state  of  development  of  the  market. 

There  is  likely  to  be,  at  the  same  time, 
a  tendency  to  upgrade  the  aerosol  pack 
used  for  these  products.  The  new  Falcon 
and  lade  East  packs  are  both  examples  of 
one  form  of  pack  development,  that  of 
using  a  plastic  shroud  over  a  conventional 
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can  to  give  freedom  of  shape.  This  is  a 
fairly  expensive  modification,  but  among 
the  simpler  and  less  expensive  improve- 
ments will  be  the  introduction  of  welded 
tin  plate  containers. 

There  is  likely  to  be  a  movement  to- 
wards aluminium  containers  at  the  pre- 
mium end  of  the  market,  especially  if  the 
continental  influence  has  an  effect. 

Feminine  hygiene  sprays  have  made  a 
major  contribution  to  the  growth  of  the 
personal  hygiene  market  and  have  now 
reached  about  20  per  cent  usage.  Unlike 
the  underarm  products  the  aerosol  pack 
has  no  serious  rivals  in  this  market.  Al- 
though small  monobloc  aluminium  cans 
predominate  there  is  a  considerable  move- 
ment to  larger  tinplate  and  aluminium 
containers. 

"Permissiveness" 

Recently  there  has  been  adverse  publi- 
city about  these  products  but  on  the  other 
side  of  the  coin  they  have  benefited  from 
the  increased  "permissiveness"  of  the 
moment,  allowing  more  explicit  and  per- 
suasive advertising.  The  market  is  fairly 
concentrated  with  the  market  leader  claim- 
ing about  40  per  cent  but  it  is  becoming 
more  competitive  although  advertising  ex- 
penditure is  far  more  modest  than  for 
underarm  products. 

Both  solvent  based  and  powder  based 
products  are  available,  the  majority  using 
chlorhexidine  as  the  active  ingredient. 
Consequently  the  restrictions  on  the  use 
of  hexachlorophane  have  not  been  impor- 
tant. 

Foot  sprays,  although  they  are  not  a 
new  concept  and  have  been  quite  popular 
in  Germany  and  Scandinavia  for  some 
time,  look  like  being  the  latest  growth 
area  in  the  UK  personal  hygiene  market. 

The  estimate  of  4  million  fillings  for 
1972  may  not  be  enormous  but  it  is  the 
new  brand  activity  which  is  more  interest- 
ing, with  manufacturers  such  as  Gillette 
and  Beecham  launching  brands  to  join  a 
market  where  Scholl  is  the  current  leader. 

Second  place 

It  is  estimated  that  about  30  per  cent 
of  women  use  some  form  of  deodorant  on 
their  feet  and,  although  the  most  popular 
form  currently  is  talcum  powder;  aerosol 
foot  sprays  run  a  close  second.  Tinplate 
containers  are  used  for  these  products  and 
the  designs  are,  on  the  whole,  more  cheer- 
ful and  interesting  than  for  the  underarm 
products. 

Foot  sprays  usually  contain  a  fungicide 
and  bactericide  but  are  basically  similar 
to  underarm  antiperspirant  or  deodorant 
products.  The  emphasis  for  the  individual 
products  may  be  different;  for  example 
Scholl  have  a  foot  refresher,  deodorant  and 
lantiperspirant.  while  Germolene  foot 
spray  is  a  more  strongly  medicated  pro- 
duct. 

Future  growth  is  difficult  to  predict  in 
a  market  still  quite  young,  but  12  to  15 
million  would  be  a  reasonably  realistic 
guess  for  1975. 

Drawing  together  these  influences  on 
the  total  personal  hygiene  market  it  is 
possible  to  predict  a  very  healthy  future 
for  the  aerosol  container  in  this  market. 
There  is  no  doubt  that  not  only  are  peo- 
ple more  aware  of  the  desirability  of  per- 
sonal hygiene  but  they  are  also  apprecia- 
tive of  the  convenience  which  the  aerosol 
pack  can  bring  to  these  products. 


Foot  sprays — the  latest  growth  area  in  the  UK 


Anti-perspirants — expansion  in  terms  of  percentage  use 


Feminine  hygiene  sprays — about  20  per  cent  of  the  market 
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AN  ATTRACTIVE  OFFER 

you  cannot  afford  to  miss  on  Sixes  1  and  2 

SYLVIATOWELS! 

Available  only  while  stocks  last  of  this  fast  selling  line! 

TWOZORBIT'HAND  TOWELS  ^ 

(20"x 40")  usually  retailing  at  £2  the  pair  are 
offered  FREE  to  every  retailer  ordering 
5  FULL  CASES  of  SYLVIA,  sizesl  and 
2  only.  ( See  below  for  details  of  £ 
generous  quantity  discounts). 

It's  a  3-FOLD  BENEFIT 

to  all  Sylvia  Stockists! 

1.  Two  FREE  Hand  Towels  with  every  5 
case  order  for  Sizes  1  and  2  only. 

2.  Generous  discounts  for  quantities. 

3.  Big  customer  incentive -two  towels 
for  only  £1.50  plus  coupon  from 
SylviaTowel  Packs,Sizes1  and  2  only 

ALL  THIS  -and  a  FREE  adaptable 

and  practical  showcard /counter  display- 
backed  up  by  National  Advertising  in 
popular  Women's  Journals 
and  National  Sunday 
Newspapers. 


,lf|AT0WELS 


V 


Price  per  dozen  bags  of  10  towels  (Supplied  packed  in  new  design  flora 
plastic  draw-string  neck  bags)  "         "    " " "  " " " 


ORDER  NOW! 

Direct  from  us  on  our 
normal  minimum 
order  and  carriage 
terms,  or  from 
wholesale  stockists 


( Contain  Towel  Offer  Coupon ) 


EXCLUDING  VAT 


Popular 

Size  1 

Size  2 

Size  3 

Maternity 

£ 

£ 

£ 

£ 

£ 

List  price 

1.29 

1.55 

1.80 

1.92 

2.20 

2  cases  rate 

1.23 

1.47 

1.71 

1.82 

2.09 

5  cases  rate 

1.20 

1.44 

1.67 

1.79 

2.05 

1 0  cases  rate 

1.17 

1.41 

1.64 

1.75 

2.00 

20  cases  rate 

1.10 

1.32 

1.53 

1.63 

1.87 

30  cases  rate 

1.07 

1.28 

1.49 

1.58 

1.82 

Recommended 

Retail  prices 

15p 

18p 

21  P 

22p 

25p 

Cuxson 
Gerrard 

CUXSON,  GERRARD  &  CO.  LTD., OLDBURY,  WARLEY,  WORCS. Telephone:  021-552 1355 


(packet  of  1 0  incl.  1 0%  VAT)  size  1  —  48  packets  of  1 0  towels 
STAN  DARD  CASES    Size  Popular  and  2  —  36  packets  of  1  0  towels 

Size  3  and  Maternity  —  24  packets  of  1  0  towels 
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Crookes  Anestan  relaunch 
Femfresh  deodorants 


Crookes  Anestan  Ltd,  Nottingham,  have 
relaunched  their  Femfresh  range  of  body 
deodorants  with  a  new  pack  design,  new 
aluminium  packs,  a  brand  new  perfume 
and  a  bigger-than-ever  promotional  ex- 
penditure. 

Femfresh  have  been  leaders  in  the  inti- 
mate deodorant  market  ever  since  the  intro- 
duction of  the  brand  ten  years  ago,  and 
this  relaunch  is  intended  to  consolidate 
and  increase  their  position. 

New  design 

The  new  pack  design  incorporates  a  col- 
ourful flower  spray  motif,  with  the  Fem- 
fresh brand  name  in  slightly  bolder  letter- 
ing. Several  new  pack  designs  were  tested 
on  a  volunteer  group  of  women. 

New  packs 

The  new  aluminium  packs  are  dainty, 
attractive  and  portable,  and  a  new  60-gram 
size  has  been  introduced  for  the  intimate 
deodorant. 

Advertising 

Crookes  Anestan  are  spending  more  money 
than  ever  before  on  promotional  back-up 
for  this  relaunch — in  the  region  of 
£200,000.  Of  this,  half  will  be  spent  on 
straight  advertising  in  mass-market 
women's  magazines,  and  the  rest  on  con- 
sumer promotions,  point-of-sale  material, 
sampling  and  trade  dealing. 


In  their  second  major  relaunch  this  year, 
Crookes  Anestan  announce  that  they  have 
revitalised  their  Elle  intimate  deodorants, 
with  new  packaging,  a  new  slimline  hand- 
bag size  and  a  "fun"  advertising  and 
promotion  campaign  aimed  specifically  at 
the  teenage  market. 

Packaging 

The  softer,  more  feminine  new  design  of 
pastel-coloured  flowers  with  leaves  on 
either  a  pink  or  blue  ground  replaces  the 
previous  packaging.  The  two  perfumes  in 
the  spray  remain  unchanged,  with  Wild 
Rose  now  in  the  pink  pack  and  Peach 
Blossom  in  the  blue  pack — each  with  white 
snap-on  caps.  The  cleansing  deodorant 
tissues  have  also  been  repacked  in  a  pink 
carton,  being  lightly  perfumed  with  the 
Wild  Rose  fragrance. 

New  size 

A  new  shape  has  been  introduced  for  the 
smaller,  60g  spray — a  slim  pack  ideal  for 
slipping  into  a  handbag.  It  replaces  the 
former  small,  "chubby"  shape. 

The  new  Elle  advertising  is  a  complete 
departure  from  previous  approaches.  In 
place  of  soft,  misty  visuals  and  gentle 
copy,  the  full-colour  page  is  multi-faceted 
with  lively  pictures  and  punch  copy  re- 
flecting the  full  life  of  today's  modern, 
active  teenager. 


REGULAR'  SIZE  FROM  ROBINSON 


Robinson  &  Sons  Ltd,  Wheat  Bridge  Mills, 
Chesterfield,  have  introduced  a  new  size 
of  their  Cameo  range  of  feminine  hygiene 
products.  The  Cameo  regular  will  join  the 
existing  popular  Cameo  super  internal 
tampon. 


Available  in  10s  (£0-16|)  and  40s  (£0  58) 
the  new  regular  size  is  packaged  in  a  dis- 
tinctive colour  scheme  of  blue  and  green 
with  a  white  background.  The  well  known 
Cameo  super  will  retain  its  pink  and  blue 
on  white  design. 


CAMEO 


Su  p  p  I  em  e  n  t  to  Che  mist  &  D  ru  g  g  i  st    1 1 


The  two-tier  counter  merchandiser 
designed  by  Femfresh  to  help  launch 
their  revamped  range.  The  design  of  the 
stand  allows  various  permutations  of 
products  for  display;  drawing  attention 
to  the  three  perfumes  now  available  in 
the  intimate  deodorant 


Fresh  &  Dry  Alpine 
goes  national 

Fresh  and  Dry  is  the  name  of  a  new  anti- 
perspirant  launched  by  Bristol-Myers  Ltd, 
Stamford  House,  Station  Road,  Langley, 
Bucks.  The  national  launch  is  the  result  of 


Bristol-Myers  Alpine  packs 


a  test  market  in  the  Harlech  and  Yorkshire 
television  areas. 

The  product's  packaging  theme  is  of 
Alpine  flowers  on  a  snowy  white  back- 
ground and  the  fragrance  is  said  to  carry 
fresh  lavender  and  pine  overtones.  The 
anti-perspirant  deodorant  is  in  a  120g 
aerosol  and  a  28cc  roll-on.  During  the 
introductory  period  each  pack  will  oarry  a 
flash  to  show  a  special  price  offer  of  28p 
for  the  aerosol  and  22p  for  the  roll-on. 

An  advertising  campaign  will  run  in  the 
women's  Press,  throughout  the  summer, 
to  feature  both  Fresh  &  Dry  Alpine  and 
Herbal. 
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the  scissors 
test  proves  it 


SILCOT  SANTOWEL. 


ABSORBENT  COTTON  WOOL 


NON  ABSORBENT  COTTON  WOOL 


A  LEADING  BRAND 
SANTOWEL. 

ABSORBENT  COTTON  WOOL 

PAPER  LAYER 

WOOD  CELLULOSE  LAYER 

PAPER  LAYER 

PLASTIC  INSERT 


Sllcot  santowels 
superior  for 
comfort 
absorbency 
protection 

RECOMMEND  SILCOT  SANTOWELS. 


For  real  comfort  nothing  equals  pure  natural 
cotton  wool.  Silcot  santowels  contain  no  synthetic 
substitutes  which  tend  to  harden  in  use  and  can 
cause  unpleasant  chafing. 

High  quality  natural  cotton  wool  gives  superior 
absorbency.  In  addition  the  natural  fibres  retain 
their  softness  when  moistened  unlike  wood  pulp 
and  other  cellulose  fillers. 

Some  santowels  require  plastic  inserts  to  prevent 
seepage,  not  so  with  Silcot,  in  which  the 
unbleached  cotton  wool  backing  gives  complete 
protection  naturally. 


MACDONALD  OF  MANCHESTER 

PORTLAND  MILL,  ASHTON-U-LYNE,  LANCS. 
Tel:  061-330  4422 


pppP* 
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Sanpro  on  television— 
a  two-year  lapse? 


Display  pack  of  six  Mimospray  intimate 
dry  deodorant  from  Avlex  Ltd,  a  subsidiary 
of  ICI  Ltd,  Alderley  Park,  Macclesfield, 
Cheshire.  The  promotion  offers  50  per 
cent  extra.  A  dump  bin  is  also  available 


Ciba-Geigy  launch 
Aquasii  nationally 

Aquasil,  the  liquid  bath  additive  with 
deodorant  from  Ciba-Geigy,  is  being 
launched  nationally,  with  an  advertising 
expenditure    said    to    be    in    excess  of 


£120,000.  The  campaign  includes  30-second 
TV  commercials  and  full-colour  pages  in 
women's  weekly^arijd  monthly  magazines. 
Sampling  scheme's  are  also  planned  (Ciba- 
Geigy  Ltd,  Simonsjvay,  Manchester  M22 
5LB).  ' 


Six  years  or  more  ago  David  Williams  and 
Ketchum  Ltd  were  authorised  to  open 
negotiations  with  the  ITCR  despite  a  speci- 
fic ruling  in  the  Notes  of  Guidance  pro- 
hibiting the  advertising  of  sanitary  protec- 
tion on  television.  That  ruling  has  now 
disappeared,  for  the  ITA  (as  it  then  was) 
did  move  on  the  matter  and,  as  is  common 
knowledge,  permitted  Lilia-White  to  adver- 
tise one  brand  on  one  station  for  a  trial 
period  in  1972;  the  audience's  reaction 
to  be  measured.  The  brand  selected  was 
Lil-lets. 

Mr  P.  Goodison  of  David  Williams  and 
Ketchum  explains: 

We  had  made  a  number  of  experimental 
storyboard  commercials,  and  found  that 
we  would  not  be  allowed  to  use  the 
medium  for  even  the  most  clinical  demon- 
stration of  product  performance;  the  whole 
subject  was  enormously  sensitive.  In  fact, 
the  film  which  ran,  was  almost  universally 
hailed  as  in  impeccable  taste,  and  research 
showed  it  to  be  effective. 

Despite  this,  a  few  non-sanitary  pro- 
tectionists were  at  once  in  full  cry.  The 
odd  early  and  bitter  letters  of  complaint 
arrived  from  some  who  had  not  in  fact 
had  time  to  see  the  commercial  (they  were 
dated  before  it  ran),  and  Mary  Whitehouse 
(who  also  at  that  time  had  not  seen  the 
commercial  and  who  appeared  to  confuse 
it  with  those  for  vaginal  deodorants)  made 
common  cause  with  them.  In  all  the  IBA 


With  Mum  and  Fresh  &  Dry,  Bristol-Myers 
currently  hold  a  19  per  cent  share  of  the 
total  deodorant  market — according  to  a 
recent  independent  survey. 

"With  Mum  Rollette  continuing  to  ex- 
pand its  share  in  a  market  dominated  by 
aerosols,  this  is  particularly  satisfactory," 
says  Bristol-Myers  group  product  manager, 
Mr  Gerry  Beddall. 

Bristol-Myers  are  continuing  to  promote 
both  brands  heavily  and  at  the  present 
time  the  Mum  42cc  Rollette  is  available  as 
a  half-price  offer;  Fresh  &  Dry  Alpine  has 
been  launched  with  special  price  packs 
retailing  at  28p  for  the  aerosol  and  22p  for 


"As  cool  and  fragrant  as  your  favourite 
talc  but  even  softer",  is  the  theme  for  the 
new  advertising  campaign  for  the  Bidex 
range  of  feminine  deodorants  which  will 
continue  throughout  the  year. 

Two  black  and  white,  full-page  adver- 
tisements have  been  created — one  especially 
for  the  young  market  and  another  to 
appeal  to  the  more  established  users.  The 
advertisements  have  been  booked  to  appear 


received  some  50  letters.  Possibly  on  the 
strength  of  these,  they  saw  fit  to  overrule 
the  recommendation  of  the  Copy  Com- 
mittee that  a  further  test  of  the  product 
should  be  carried  out — a  recommendation 
made  in  the  full  light  of  the  audience 
sensitivity  research. 

And  incidentally,  vaginal  deodorants 
(which  had  been  using  the  medium  for 
two  years)  were  forthwith  banned  on  the 
strength  of  the  mini-uproar. 

As  the  research  showed,  very  few  people 
indeed  objected  to  the  Lil-lets  TV  com- 
mercial— when  specifically  asked  to  men- 
tion a  commercial  they  had  seen  in  the 
past  few  weeks  and  found  objectionable, 
fewer  people  mentioned  Lil-lets  than  men- 
tioned understains. 

What  of  the  future?  In  the  US  they 
have  had  similar  problems,  in  West  Ger- 
many also — though  the  medium  is  now 
available  and  being  used  there. 

The  IBA  think  that  perhaps  two  years 
will  elapse  before  the  matter  is  opened  up 
again  in  the  UK — they  may  be  right;  they 
are  certainly  best  placed  to  know.  Perhaps 
it  was  the  right  decision  at  the  time — 
though  I  do  not  think  so;  and  it  was 
certainly  arrived  at  for  the  very  worst  of 
very  British  reasons.  The  effect  of  the 
decision  was  to  reinforce  the  virtual  media 
monopoly  in  this  market  of  IPC  women's 
magazines,  just  at  a  time  when  the  market 
was  beginning  to  get  up  a  head  of  steam. 


the  roll-on  (normal  recommended  retail 
prices  being  37p  and  29p  respectively);  on 
Fresh  &  Dry  Blue  and  Herbal,  double- 
value  packs  of  the  aerosol  (as  well  as  a 
special  pack  roll-on  containing  a  free  refill) 
are  also  in  the  trade. 

On  advertising,  both  Mum  and  Fresh  & 
Dry  will  receive  substantial  support  during 
1973.  Mum  has  gone  national  on  TV  with 
another  commercial  featuring  the  now- 
famous  Mum  cartoon  girls — it  began  this 
month.  Fresh  &  Dry  (Herbal  and  Alpine) 
will  utilise  full-colour  pages  in  most  of  the 
leading  women's  magazines  during  a  period 
extending  from  May  to  October. 


in  at  least  17  women's  magazines. 

The  copy,  which  is  educative  and  infor- 
mative, refers  to  the  natural  oil  base  of  the 
product — softness  being  the  direct  conse- 
quence of  natural  oils — and  includes  an 
explanation  on  the  correct  method  of 
usage. 

The  visual  treatment  is  one  of  total  sim- 
plicity featuring  a  bathroom  scene  in  gentle 
tonal  print. 


Support  for  Mum  and  Fresh  &  Dry 


Bidex  campaign  for  feminine  deodorants 
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£81m  expansion  for 
Bowater-Scott 


Bowater- Scott  Corporation  Ltd  is  to  invest 
a  further  £8^  million  over  the  next  three 
years  in  undertaking  considerable  expan- 
sion to  production  capacity,  as  well  as 
carrying  out  a  modernisation  programme 
to  existing  machinery,  in  the  company's 
three  manufacturing  units  at  Barrow-in- 
Furness,  Northfleet  in  Kent  and  Waltham- 
stow  in  East  London. 

These  new  expansion  projects  are  not 
only  to  meet  present  and  short  term  de- 
mands for  its  range  of  disposable  products 
in  industry,  medical  and  consumer  markets, 
but  also  to  ensure  that  Bowater-Scott  is 
fully  prepared  to  meet  the  healthy  growth 
potential  that  exists  in  the  industry. 

New  machine 

At  Barrow,  where  £5£  million  is  to  be 
invested,  a  fourth  high-speed  paper-making 
machine  will  be  installed  together  with  an 
extension  to  the  present  range  of  ancillary 
equipment  for  the  conversion  of  tissue  into 
finished  products  that  include  Andrex,  Petal 
and  own-label  toilet  tissue;  Scotties  facial 
tissues;  Fiesta  and  Soottowels  paper  towels 
and  Handy  Andies  paper  handkerchiefs. 
In  addition  the  present  warehouse  will  be 
extended  by  a  further  31,000  sq  ft  to  pro- 
vide a  total  storage  area  of  120,000  sq  ft 
to  house  the  results  of  the  increased  pro- 
duction. 

The  Barrow  project,  which  will  com- 
mence in  June  and  is  scheduled  for  com- 
pletion by  the  end  of  1974,  will  not  only 
increase  production  capacity  on  the  site  by 
over  42  per  cent,  but  will  also  make  the 
Bowater-Scott  northern  mill  the  largest 
tissue  producing  unit  in  the  world,  outside 
the  United  States. 

Modernising 

On  the  site  of  Barrow's  sister  mill  at 
Northfleet,  that  first  went  into  production 
in  1957,  close  on  £2y  million  is  to  be  in- 
vested. Two  of  the  three  paper-making 
machines  are  to  be  completely  rebuilt  and 
modernised  in  order  to  bring  production 
performance  into  line  with  modern  techno- 
logical advances  in  the  manufacture  of  soft 
tissue  and  paper  and,  at  the  same  time, 
prepare  them  for  future  developments.  The 
existing  buildings  at  Northfleet  will  be 
extended  to  provide  additional  warehouse 
and  office  accommodation. 

The  expansion  project  at  Walthamstow, 
where  much  of  the  company's  development 
work  has  been  carried  out,  will  include 
construction  work  to  extend  the  existing 
modern  buildings  to  provide  much  needed 
office  accommodation  together  with  a  far 
larger  storage  area  to  house  raw  materials, 
vital  supplies  and  cases  of  finished  products. 

The  total  investment  will  not  only  pro- 
vide Bowater-Scott  with  additional  produc- 
tion capacity  to  meet  fully  the  demands  for 
existing  company  brands  but  will  also 
allow  for  the  introduction  of  new  dispos- 


able products,  some  already  in  final  stages 
of  development  for  industrial,  medical  and 
consumer  markets  both  in  the  United 
Kingdom  as  well  as  overseas. 

In  toilet  tissue  Andrex  has  been  brand 
leader  ever  since  1961. 

At  the  time  when  the  company  intro- 
duced pink  Andrex  in  1957,  the  total  toilet 
paper  market  was  divided — over  25  per 
cent  in  soft  toilet  tissues,  75  per  cent  the 
hard  papers.  Today,  the  market  is  divided 
— over  94  per  cent  in  soft  toilet  tissues  and 
the  remainder  held  by  the  hard  papers  and 
flat  packs. 

And  those  who  predicted  that  colour 
would  never  catch  on  were  way  out  for 
over  80  per  cent  of  the  sales  of  toilet  tissue 
are  in  colour  today. 

Special  offer  on 
Parity  Pads 

"Introduce  your  best  friend  to  Panty  Pads 
and  get  your  next  packet  free"  is  the 
message  of  a  special  consumer  promotion 
being  mounted  by  Lilia-White  (Sales)  Ltd. 

The  offer  will  run  from  April  16  to  June 
8  and  specially  flashed  packs  will  be  placed 
through  all  normal  outlets.  The  offer  will 
invite  the  user  to  complete  the  coupon 
from  the  special  pack  with  her  own  address 
and  that  of  a  friend  and  return  it  to  Lilia- 
White.  The  original  user  receives  a  free 
voucher  and  postage  refund — her  friend 
receives  a  free  trial  pack  of  three  Panty 
Pads  and  a  voucher  for  5p  off  her  next 
purchase. 

Lilia-White  will  be  operating  its  normal 
voucher  redemption  scheme  during  the 
offer  and  will  be  backing  the  promotion 
with  special  shelf  strip  displays  and  sales 
information  leaflets. 

Some  answers  to 
problem  feet 

Hot  tired  feet,  perspiring  feet  or  foot 
odour?  Whatever  the  problem,  one  of 
Scholl's  three  footsprays  provides  an 
answer. 

SchoU's  foot  refresher  spray  instantly 
cools  and  refreshes  legs  and  feet.  It  can 
be  sprayed  direct  on  to  the  feet  or  through 
stockings.  There  is  a  large  can  (£0  38)  and 
a  handbag  size  (£0  22). 

Perspiring  feet  can  be  treated  with 
Scholl's  dry  anti-perspirant  foot  spray 
(£0-38). 

To  stop  really  bad  foot  odour,  Scholl 
has  the  foot  deodorant  spray  (£0-38)  which 
is  said  to  "give  all-day  protection". 

The  inside  of  footwear  forms  an  ideal 
breeding  ground  for  bacteria  and  fungi 
thus  causing  unpleasant  smells  and  worse 
still,  the  fungi  will  slowly  destroy  the  shoe 
lining.  It  can  be  avoided  with  a  Scholl 
shoe  deodoriser  (£0-44). 


Existing  Feel  Free  products 


New  anti-perspirant 
from  Gillette 

A  Dry  Powder  anti-perspirant  for  women 
— Feel  Free  dry  powder — launched  by 
Gillette  Industries  Ltd,  Great  West  Road, 
Isleworth,  Middlesex,  complements  the 
existing  range  of  scented  and  unscented 
Feel  Free  deodorants. 

Feel  Free  dry  powder,  aimed  at  today's 
modern  woman,  will  add  a  broader  dimen- 
sion to  the  under-arm  deodorant  market, 
where  Gillette  is  already  well  established 
with  Right  Guard,  its  all  family  anti- 
perspirant. 

Feel  Free  dry  powder  is  available  in 
130  (£0'38|)  and  190  g  (£0-43)  sizes. 
During  the  initial  launch  period  the  pro- 
duct will  retail  at  special  promotional 
prices — ensured  by  trade  bonusing — and 
each  can  will  be  flashed  'trial  offer',  to 
draw  attention  to  the  fact. 

Feel  Free  dry  powder  can  bears  the 
same  design  as  the  existing  scented  and 
unscented  versions  of  Feel  Free,  with  its 
orange  coloured  container  contrasting 
sharply  with  pink  of  scented  and  the  blue 
of  unscented. 

The  launch  is  backed  by  an  intensive 
promotional  campaign  with  £180,000 
allocated  for  TV  and  radio  advertising. 
During  May  alone,  £100,000  will  be  spent 
on  TV  featuring  the  entire  Feel  Free  range. 
Other  TV  spots  are  scheduled  for  June 
and  July.  The  TV  campaign  will  be  com- 
plemented by  a  series  of  radio  commercials 
throughout  the  promotional  period  on 
Radio  Luxembourg. 

TCP:  Its  uses  in 
personal  hygiene 

When  a  woman  first  sets  up  home,  the 
chances  are  that  TCP  will  figure  high  on 
her  list  of  household  essentials. 

She  may  not  have  a  clear  idea  of  all  its 
uses,  but  she'll  buy  it;  probably  because 
it  was  always  in  the  house  when  she  was 
young,  say  Unicliffe. 

Although  everyone  knows  the  name  TCP, 
few  people  are  aware  of  the  formulation 
of  this  medicine.  It  is  in  fact  a  powerful 
all-purpose  antiseptic  made  up  of  chlorine, 
bromine,  iodine,  phenol  and  salicylic  acid 
uniquely  combined. 

It  is  a  fast-acting  healer  with  analgesic 
properties  that  are  particularly  useful  in 
the  treatment  of  minor  but  painful  con- 
ditions such  as  stings,  bites,  bruises  and 
sore  throats. 
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Soap-still  the  'bread 
and  butter'  of  hygiene 


Although  the  toiletry  market  has  over  the 
aast  decade  or  so  seen  a  very  rapid  increase 
n  the  usage  of  antiperspirants  and  deo- 
dorants, a  basis  of  what  they  all  aim  to 
ichieve — personal  freshness — will  remain 
:he  same — washing,  with  soap  and  water. 

It  is  estimated  that  the  retail  value  of 
.lie  toilet  soap  market  is  currently  about 
£35,000,000  a  year,  and  the  market  can  be 
-oughly  divided  into  two — the  so-called 
'grocery"  soaps — cheaper  utilitarian  pro- 
ducts for  everyday  family  use,  and 
'quality"  soaps — the  more  expensive  soaps 
with  properties  other  than  just  producing 
i  lather.  This  "luxury"  end  of  the  soap 
narket  is  becoming  increasingly  important, 
with  more  and  more  consumers  regarding 
:hem  as  affordable  luxuries  for  their  own 
ose,  as  well  as  acceptable  gifts. 

Morny  is  one  of  the  best  known  names 
n  this  area,  and  the  company  have  been 
uaking  their  "Fine  English  Soap"  for  over 
50  years  having  pioneered  the  co-ordina- 
tion of  colour  and  fragrance  in  soap  in 
1908,  at  a  time  when  the  conventional  soap 
;olours  were  white,  green  or  yellowish/ 
brown  only.  Nowhere  else  at  that  time 


could  one  buy  an  extensive  range  of  colour- 
fast,  tinted  soaps,  including  the  fabulous 
Chaminade,  an  exotic  black  soap  which 
produced  a  white  lather. 

Today,  Morny  soap  with  its  unique  round 
shape  is  available  in  eleven  fragrances  and 
colours. 

The  soap  is  triple  milled  during  manu- 
facture so  that  every  particle  is  smooth  and 
perfectly  blended.  This  process  also 
removes  excess  moisture  in  the  soap,  mak- 
ing it  long  lasting  and  economical  to  use. 
Morny  soap  also  contains  many  special 
moisturising  creams.  Traces  of  them  re- 
main on  the  skin  after  washing,  and  their 
moisturising  effect  helps  replace  natural 
skin  oils  lost  by  washing  in  hard  water. 

Morny  "Fine  English  Soap",  which  en- 
joys Royal  patronage  in  this  country,  is 
exported  throughout  Europe,  and  is  the 
"quality"  soap  brand  leader  in  Holland. 
Morny  soap  is  also  available  in  Australia, 
New  Zealand,  Canada,  and  South  Africa 
and  everywhere  the  Morny  name  guaran- 
tees exceptional  quality  and  purity,  and 
the  long  lasting  fragrance  which  makes 
Morny  soap  special. 


Special  offer  from 
Albion  Soap 

The  Albion  Soap  Co  Ltd,  30  Thames  Street, 
Hampton-on-Thames,  Middlesex,  are  intro- 
ducing a  new  bath  size  soap.  It  will  be 
promoted  with  a  special  banded  offer 
which  will  enable  the  purchaser  of  the  new 
tablet  (£015)  to  obtain  free  a  milk  and 
sulphur  toilet  tablet.  The  banded  offer  will 
be  on  sale  from  May. 


Libresse  sampling 

Sancella,  manufacturers  of  Libresse 
sanitary  towels,  will  be  sampling  new 
mothers  nationwide  through  Bounty  Ser- 
vices Ltd  from  May  onwards.  Each 
sample  pack  will  contain  two  towels  and 
a  promotion  letter  (Sancella  Ltd,  Harpen- 
den,  Herts). 


Mimospray 

|  TRADE  MARK  £ 

intimate  dry  deodorant 

NEW 

fragrance,  packs,  display  aids 

NEW  DEAL 

50%  extra  free  for  your  customers  and 
up  to  75%  profit  on  cost  for  you 

It  pays  to  be  gentle 


Avlex  Limited, 

Alderley  Park,  Macclesfield,  Cheshire 

A  subsidiary  company  of  Imperial  Chemical 

Industries  Limited 
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HOW  DOES  A  BRAND  LEADER 

KEEP  ITS  TITLE? 


WHO  KNOWS  MORE  ABOUT  YOUR  PERIOD: 
YOU  OR  YOUR  MOTHER? 


Mother  is  a  great  help,  but 
you  are  the  only  person  who 
reaily  knows  wnat  protection 
suits  you  best  at  that  time  of 
the  month 

So.  tell  your  mother  about 
Nikini 

Explain  why  Nikini  can 
give  you  more  confidence  and 
security  than  anything  else 

Explain  how  Nikini  pads 
are  super  absorbent,  light, 
hygienic  and  tapered  so  there 
are  no  tell-tale  bulges 

Theyhave  no  loops  and 
there  is  a  special  protective 
backing  for  complete  security 

There  are  three  ways  of 
holding  them  in  place. 

With  the  pretty  new  Nikjni 
Stretch  Briefs. so  you  feel  nice 
and  feminine. 

With  the  Nikini  Garment 
which  thousands  of  girls  and 
women  have  trusted  for  well 
over  a  decade. 

Or  with  the  Nikini  Poppet 
which  fits  snugly  into  your 
own  pants 

In  fact,  Nikini  almost  makes 
you  forget  you  are  having  a 
period 

And  sometimes  daughters 
do  know  best. 

NIKINI 
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Robinsons 


Easy.  It  caters  for  the  needs  of  all  women 
using  external  sanitary  protection  with  a 
designed  range  of  products ! 

Nikini  Pads— super  absorbent,  light,  hygienic 
and  tapered  so  there  are  no  tell-tale  bulges. 

Nikini  Stretch  Briefs— femininely  attractive, 
practical  and  secure. 

•>£  The  Nikini  Garment— already  proved  for 
comfort,  convenience  and  protection. 

Nikini  Poppets— unique,  discreet 
little  plastic  popper  which  holds  the  pad  in  the 
wearer's  own  stretch  briefs.  Ideal  for 
emergencies,  travelling  etc. 

And  it  hammers  home  the  message  to 
the  millions  of  readers  of  Woman,  Woman's  Own, 
True  Magazine,  Jackie,  Petticoat,  Fabulous  208, 
Annabel  and  Loving. 

With  full  page  advertisements  like  these, 
appearing  regularly  right  up  to  November. 


Display  and  recommend  Nikini  for  the  satisfaction 
of  vour  customers. 


DON'T  YOU  SOMETIMES  WISH 
YOU  COULD  FORGET  YOU'RE  HAVING  A  PERIOD? 


DO  YOU  ALWAYS 
DREAD  HAVING  YOUR  PERIOD? 


We  understand  just  how 
you  feel  at  this  time  of  the 
month  sensitive  and  vulnerable 

That  is  why  we  make 
Nikini. 

Nikini  gives  you  more 
confidence  and  security 
than  anything  else 

Nikini  pads  are  super 
absorbent,  light,  hygienic  and 
tapered  so  there  are  no  tell- 
tale bulges 

They  have  no  loops  and 
there  is  a  special  protective 
backing  for  complete  security. 

There  are  three  ways  of 
holding  l hem  in  place. 

With  the  pretty  new  Nikini 
Stretch  Bnefs,  so  you  feel  nice 
and  feminine. 

With  the  Nikini  Garment, 
which  thousands  of  girls  and 
women  have  trusted  for  well 
over  a  decade. 

Or  with  the  Nikini  Poppet, 
whic  h  fits  snugly  into  your 

nwil  p.mls 

So  try  Nikini, 

It  almost  makes  you  forget 
you  are  having  a  period 

There  is  no  telling  what 
difference  it  could  make  to  you 

NIKINI 


We  understand  jusi  how 
you  feel  at  this  time  of  the 
month:  sensitive  and  vulnerable. 

You  can  get  to  the  point 
where  you  dread  the  thought 
of  your  period  coming  round. 

That  is  why  we  make 
Nikini 

Nikini  gives  you  more 
confidence  and  security 
than  anything  else. 

Nikini  pads  are  super 
absorbent,  light,  hygienic  and 
tapered  so  there  are  no  tell- 
tale bulges 

They  have  no  loops  and 
there  is  a  special  protective 
backing  for  complete  security. 

There  are  three  ways  of 
holding  them  in  place. 

With  the  pretty  newNikini 
Stretch  Briefs,  so  you  feel  nice 
and  feminine,, 

With  the  Nikini  Garment, 
which  thousands  of  girls  and 
women  have  trusted  for  well 
over  a  decade. 

Or  with  the  Nikini  Poppet, 
which  fits  snugly  into  your 
own  pants. 

So  try  Nikini, 

It  almost  makes  you  forget 
you  arc  having  a  period. 

NIKINI 
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Nrkini  Stretch  Brief?;. shown  here,  are  pretty  as  well  a<.  practical 
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